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NATIONAL VOICE 


Slim as a plane in flight _=?# 


raw AMERICAN 7 ~ 


— 


Cuan steny for 


Newly designed casual shoes—with tapered toes and 
sleek, slender lines! 

Echoing the new ISLAND LOOK—the one fashion 
theme for casual wearing apparel that will set the 
stage for another successful selling season! 


Co 


1958! 


e new tapered toe lasts—to 
satisfy customer demand! 


e wide range of fashion 
colors! 


e vulcanized, therefore’ e extra quality in materials 
washable! and workmanship! 


e pre-sold by full-color na- e backed by a complete retail 
tional advertising! sales promotion package! 


Su stens .. . America’s fastest-growing line of casual shoes 


Made only by B.EGoodrich and Hood Rubber Company 





STRADA comes to the point! 
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...a high heel pointed 
toe last with puffed 
leather ornament... 
created in the en- 
during beauty of 
HUBSCHMAN’S CALF 


#3323 Ginger Beer 
(illustrated), and in #522 
Molasses...also in 
Ginger Beer with 
medium heel. A Cus- 
tomcraft shoe by 
Schwartzse Benjamin, 
Inc., New York 1 


E. HUBSCHMAN & SONS, INC 
PHILADELPHIA 23 
FASHION OFFICE 

... EMPIRE STATE BUILDING . . . 





Quality at your feet’ is the product of quality-minded people. 
~ And because our people build quality into every pair of Brown 
shoes, theyre shoes you can build your business on. 


We shape 

our lasts to 

Yea tolerances 
to make sure 


Brown Shoes | 
fit perfectly. 


Wilbert Geiger, shown using 
micrometer, has been finishing lasts to 
Brown Shoe Company's exacting 
specifications for the past 14 years. 


BROWN SHOE COMPANY 


St. Louis... Makers of: 
BRO W N Air Step * Buster Brown * Glamour Debs by the makers of Buster Brown * Official Boy 
SHOE COMPANY p 
Scout Shoes * Official Girl Scout Shoes * Life Stride * Westports by Life Stride * Naturalizer 


uality at your feel * Pedwin * Propr-Bilt * Risque * Robin Hood * Robinette * Roblee 
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SEE THE COMPLETE NEW LINE! 


MEET WALK-OVER 


T TT TT T 












































ALL NASAL dt It 


New dress casuals— 
so light! 
so right! 
































Meet the flexible new fashion trend in WALK-OVER Stylights.. . 
lighter and softer in hand as well as on the foot . . . a complete new 
lightweight line, styled to sell... backed with expanded in-stock 
facilities to give you what you want, when you want it. wag ne oh 


Meet WALK-OVER’S new Franchise Plan that offers 42°%-+ mini- St. Paul, Nov. 2.5 
Atlanta, Nov. 10-13 


mum mark-up with a profit dividend on re-orders. Styles priced 
from $14.95 to $19.95. Dallas, Nov. 10-13 


Meet your WALK-OVER salesman today ...or contact Jean Keith, 
President, or Bob Fesler, Vice-President and Sales Manager. 


GEO. 2 KEITH COMPANY BROCKTON 63, MASS. 47 West 34th St., New York, N. Y. 
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UPPER & HEE 
LEVOR | 


Wan 


IF LEATHER 
WAS LABELLED 
TO THE CONSUMER --- 


LEVOR’S signature certainly would dominate 
on white shoes. Manufacturers and retailers 
would want customers to know they were get- 
ting the world’s most honored and most de- 


pendable white leathers. 


Those manufacturers and retailers who identify 


lhit y OR this outstanding white tannage in their adver- 


KID, CABRETTA, tising and selling are way ahead of the game 
CLOVER CALF & KIP 


and also in White, 


TAN-ART SUEDE It is superior tannage that results in 


TPH ! 
WHITRST 


G. LEVOR & CO., INC. ® 
Tanners Since 1876 WElIrss 


GLOVERSVILLE, N. Y. 


because every favorable selling point that is 


emphasized adds to buying satisfaction. 
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SHOES FOR CHILDREN 


EBY SHOE CORPORATION © EPHRATA, PENNSYLVANIA 


New York City Sales Office: 463 Marbridge Bidg. 
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vv smartly styled, really durable 
wv easy on or off... iti a pullover 





STYLE NOS. 





vv adjustable loop fasteners 





FULL SIZES 

















VISIT PEEK-A-BOOT AT PPSSA 
ROOMS 603 & 604, N. Y. TRADE SHOW BLDG. 


gbEK-4. poor i* 


1600 So. Flower Street, Los Angeles 15, Calif. 
47 W. 34th St., New York * 150 W. 63rd St., Chicago * 186 Lincoln St., Boston 





Pioneering the finest in plastic footwear from 4 locations to better serve you 
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See Our Complete New Line 


Popular Price Shoe Show 
December 1-5 


Rooms 519-521 
Sheraton-McAlpin Hotel 
New York, New York 


WRITE FOR NEW os ent Over 100 styles in stock 
CATALOG 5030 doy for unmediate delivery 


31 days net 


ALL MADE IN OUR MODERN FACTORY — Prices slightly higher west of Denver 


EC ET TP MR TE IEE TT eee 


€ MANUFACTURERS 
Jove Onno PARAGOULD, ARKANSAS 
' TSR TS BNR ES EAS, 


SALES OFFICES: NEW YORK: 933-35 Marbridge Bldg., 47 W. 34th St. ST. LOUIS: 409 Silk Exchange Bldg., 12th & Washington 
LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. SAN FRANCISCO: Kaye & Tieso’s Shoe Co., 51 First Street 
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NEOPRENE SOLES 


add non-skid protection 
to smart safety shoes by 


re 
cae ee 


COURTESY. THOM MC AN SAFETY SHOE DIVISION 
OF MELVILLE SHOE CORPORATION 
NEW YORK 36. N. Y 


These trim dress-weight oxfords by Thom ONLY NEOPRENE SOLES GIVE YOU THIS 
McAn combine stylish good looks with fea- BALANCED COMBINATION OF PROPERTIES 
tures that mean true foot safety on any job. — 
A leather-lined steel toe box is one example. 
Soles and heels are the same patented non- 
skid design in rugged neoprene as worn by @ Resistance to flex-cracking—even at freezing temperatures 


‘ > ‘ yer Pe q . * * 
Navy mea to prevent dangerous falls on @ Resistance to softening—even in extreme heat . 
slippery carrier flight decks. -° 

, : ; @ Resistance to abrasion, chippin »’ 

Neoprene holds its profile despite exposure , Chipping = 
to extremes of heat. Neoprene soles resist i i i itaaaiidioe 
e . ‘ cS * . |. du Pont de Nemours 
deterioration from oil, grease, acids and a & Co. (Inc.) 
~ tcale ’ ; — * iinatties «¢ Elastomer Chemicals Dept. BS-11 
chemicals . . . won't chip or crack despite . Saliiadae ih, Batiewere 
scuffing and abrasion. And because they re Seas Fins otind Cin ones tein tnekiet 
so resilient, they assure real foot comfort. “Neoprene Shoe Soles 

, r : Better things for better living . ° 
This quality Du Pont synthetic rubber can . «through chemistry ¢° Name 


be a strong selling plus on the line you make Position 
or carry ... in safety, appearance, long wear. NEOP&e ve Sei 
It’s a feature that makes customers buy a 
brand a second time. 





@ Resistance to oils, greases and acids 


-; made by Du Pont Address 


-* for 25 years City 
e 


FOR THE FULL STORY OF NEOPRENE SOLES, SEND FOR THIS FREE BOOKLET —7 














Soft Hop 


iS AMERICA'S 
SMARTEST SOLE 








Wear shoes with the original cellu- 
lar sole* in the distinguished styles 
that only the originator knows how 
to make. Shoemakers who care pay 
the difference so that you may have 
them, and they always have this 
Solemark of Quality at the instep. 


"Reg. U. S. Pat. Off. 


not on all shoes... just the best ones 

















REMEMBER — you're wise 
to mention Cush-N-Crepe by name 
when you advertise your shoes that 
bear this quality sole, the original 
cellular sole . . . the only one that is 


nationally advertised. Your shoe is re- 


spected as much for this fine name as 


for your own because your customers 
know that Cush-N-Crepe Soles are 


not on all shoes... just the best ones. 
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CUSH-N-CREPE, thie original cellular soles*, sell on sight because 
their unique designs and new style colors look so much smarter than 
ordinary soles . . . sell extra pairs on the bonus wear and buoyant comfort they 


give to sport, leisure, street and utility shoes. 


Increase your business in the name of profit —Cush-N-Crepe — America’s softest 
step for new millions of young moderns who know what they want and 
want you to have it! 


*Reg. U.S. Pat. OF. 


not on all shoes... just the best ones 


Manufacturer of HIGHEST QUALITY SOLES for 47 years 


AVON so Le compPaANy : Avon, Mass. 














SUPERGRIP 


Sets the Pace 
for Good Bonding 


In hundreds of factories, Supergrip is setting the standard for a quality, 
reliable product. And the number of users is increasing steadily as more and 


more factories find out that Supergrip offers more. 

For example, top grade materials and blending methods provide bond 

strengths that take a big worry out of cement shoemaking. 

Add to this the extra mileage Supergrip gives, the cement know-how 
thatstands behind every 
gallon of Supergrip 
and it’s easy to see 
why Supergrip is the 

shoe industry’s num- 
ber one name in sole at- 


taching cements. 


If you want to be sure you’re getting 
the best value for your cement dollar 
call your nearest United branch office. 


We'll help you select the right cement for 
your methods and materials and arrange 


a demonstration. 


SUPERGAIP cements 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASS 








ae 


Rex-Fiex” 


JARMAN 


“REA-FLEN..... 


sales-tested for a full seas 


This illustration will appear ir a full-page 1d next spring in SATURDAY EVENING POST 


m, and selling like hot cakes everywhere! 


We at Jarman knew we had something bench. They are wonderfully soft, too, to American men, plus Jarman’s peerless 
terrific when we introduced our “Rex- 


The of 


America — urban or rural, young, old 


featuring a full lining of supple glove program which helps each dealer trans- 


Flex” styles last season. men leather and a cushion insole that runs late consumer interest into sales his 


heel Our tell 


“Rex-Flex” styles are so easy to sell... 


lil 
from store. 


Write today for full information about 


the Jarman proposition which is proving 


to toe. dealers us 


or in-between — quickly began confirm- 
ing it. 


They have been buying these once a man tries on a pair he wants them! 


unique shoes (exclusive with Jarman) A second big factor is smart styling. such a profitable one for so many dealers 


just as fast as we can produce them. Over the years Jarman has built a repu- 


The 


Why this unparalleled success? 
kingly “Rex-Flex” comfort is a prime 
factor. “Rex-Flex” shoes are scientifically 
constructed of premium leathers to give 
an amazing flexibility that can be dra- 
demonstrated at the 


matically fitting 


JARMAN SHOE COMPANY, NASHVILLE, TENNESSEE 


tation for style leadership, and every one 
of the 18 styles in the “Rex-Flex” series 
distinctively carries on the tradition. Still 
for 


ance lies in the dramatic national adver- 


another reason “Rex-Flex” accept- 


tising that tells the marvels of these shoes 


DIVISION OF GENERAL SHOE CORPORATION 








GALLUN MANDARIN CALF 
the leather to help sell your shoes 


Tasteful gentlemen everywhere prefer the petal-soft texture, 
subtle lustre, and amazing durability of this finer tannage. 
They demonstrate this preference with purchases, making 
Mandarin Calf a preferred stock for alert shoe retailers. 


Order Mandarin Calf, from the Tannery of Gallun, now... 
and enjoy the consequent capital gains from increased sales. 
A. F. Gallun & Sons, Corp. Tanners, Milwaukee, Wisconsin 


Called fclerin Calf 


OTHER GALLUN TANNAGES 


s 
a4 


NORWEGIAN CALF @ NORMANDIE CALF @ CRETAN CALE 











Stocks and 
the Wagon 


—As promised in our previous squib, we will con- 
tinue to pass along to our readers some of the 
important points made by Irving C. Krewson in 


his talk at the N.R.D.G.A. meeting. 


—On STOCKS: “Too often, the retailer has been 


told that he ‘can’t do business from an empty, 
wagon, and the inference is that he must have 
full and complete stocks. That’s true but it is a 
generality. How full? How complete? Those are 
the specifics! 

— “Our experiences have shown that smaller stores 
must not carry great depth in stocks. What is 
needed is a broad selection and a wide variety of 
styles. As those who operate smaller stores in 
smaller populations have learned—customers get 
to know the stock as well as the merchant does. 
—“What is needed is purchasing in smaller quan- 
tities and always having something new come in. 
This will keep stocks fresher. . . . Will give a bet- 
ter turn-over and cut down the mark-down rate.” 
—On PRICING: “One of the places where profits 
are born is in the retailer’s mark-up policies. Costs 
of doing business have risen, are rising and will 
continue to rise and retailers require more mark- 
on to provide for these increased costs and to show 
a profit. 

— Retailers must use individua] judgment. They 
must not become automatic in the pricing of the 
merchandise they sell. Rather, they must price in 
accord with what the merchandise will bring. 
There is plenty of merchandise on which the re- 
tailer can get a longer mark-up and doing it will 
mean the difference between a profit and loss.”| 


i ee on nc 
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EXTRA! EXTRA! 
READ 
ALL 
ABOUT IT! 


October issue of 
TODAY'S HEALTH 
Magazine has a 
great article entitled 

““My Baby’s Shoes” 

The thoughts 
expressed are right in 
line with what we at 
Jumping Jacks have 
always believed. We liked 
the article so well we are 
rushing reprints to all 
our dealers. If you don’t 
get yours write us... 
we'll send it right along. 
In the meantime keep up 
your stocks of Jumping 
Jacks Originals 
and Conventional 
styles ...the 
demand is going 
up Up UP! 
P.S. See our Jumping 
Jacks ad on page 43 
same issue... TODAY’S 
HEALTH for October. 


JUMPING-JACKS” 


America’s Finest Fitti 
ng Sh 
For Children it 


VAISEY-BRISTOL SHOE COMPANY 
Monett, Mo. 
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price, too. Yet Jantzen Funtime Footwear boasts the highest 


A brand-new line of color and fabric coordinated footwear, / 
styled to match famous Jantzen beach and leisure wear. Customers / ° 
love the lightweight fabrics, bouncy soles, gay colors. They like the / 
/ 


FUNTIME FOOTWEAR 


quality throughout. Help yourself to profits as your customers pion, Winona 


follow the sun in Jantzen style and comfort from head to toe. 


/ 
/ 


FOOT FASHIONS IN FABRICS—BY A FAMOUS NAME IN PLAY WEAR 
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/ 


/ 

We predict: your customers won’t be able to resist this stunning j e 

line of footwear. How could they? This completely new line of Ripons / pore 
features smart styles, comfort galore in handsome, shaded leather / 


to complement favorite play togs. Because Ripon has styles for men, / funtime footwear 


women and children, you'll be making sales by the family. / 
/ RIPON KNITTING WORKS « RIPON, WIS. 


/ In Canada: 
/ Forest City Knitting Co., London, Ontario 
/ 


FEATURING SOMETHING NEW AFOOT...LEISURE LEATHERS 
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NOW! A COMPLETE LINE OF 


Here’s Wellco’s answer to your demand for terry slippers in 
every category! A complete range of washable, long wearing, 
silent, practical Foamtreads—to please everyone in the family 
from baby to grandpa! You’ll sell every pair you stock. So 
order more — and sell more! 


WELLCO SHOE CORP.© 


WAYNESVILLE, N. C. 


In Canada, Foamtread slippers are made exclusively by Kaufman Rubber Co., Kitche.er, Ont. 


7. M. REG. E)wse 1957 U.S. AND FOREIGN PATS. AND OTHER PATS. PEND 
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Now! Faster! Red 


Service 


sone 
on oes 


The famous Red Ball 
four-buckle arctic— finest 
on the market. 


The Snug-Up for women. 
Many other styles for 
all the family. 


Fastest Fill-in Ever For Red Ball Weatherproofs 


When you need service most—during the Weatherproof 
Footwear Consuming Season—BALL-BAND is ready! Care- 
fully planned inventories of RED BALL Footwear plus a 
real “‘spirit of service” on the part of our office and shipping 
folks assure you that RED BALL Service is the best ever. 


Mishawaka—Phone BLackburn 5-2181 day- 
times. Nights our Electronic Secretary will 
take your orders— Phone BLackburn 9-3706. 


New England States and Greater New 
York—Phone Dunham Brothers Company, 
Brattleboro, Vermont— Days ALpine 4-2316. 
Nights Phone ALpine 4-2318. 


Red Ball Footwear 


® by BALL-BAND, Mishawaka, Indiana 
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STYLE? SURE! 


..eif's What you 


can't see 
that sells 
these shoes 


Of course the shoes you stock have to have 
style... the man looking in your window 
will keep on going unless he thinks “That 
looks like the shoe for me!”’ 


But shoes are sold at the fitting stool, and 
that’s where Johnsonian Guide-Steps really 
shine. It’s what you can’t see that sells these 
shoes... it’s comfort. Comfort makes the 
man say “This is the shoe for me!”’ 


Johnsonian Guide-Steps combine flawless 
styling and wonderfully comfortable fit. 
They are made on Guide-Step lasts, de- 


y 


veloped during 30 years of research involv- 
ing thousands of foot measurements on feet 
in action. They are designed to fit the feet 
in action. 

This means repeat business for you: 
Johnsonian Guide-Step style brings men 
into your store... Johnsonian Guide-Step 
comfort brings them back! For further in- 
formation write the Endicott Johnson 
division nearest you. 


Priced to retail profitably at $995 to $1295 


Nationally advertised in LIFE, SATURDAY EVENING POST, LOOK, ARGOSY, AMERICAN LEGION 


and FARM JOURNAL 


A PRODUCT OF MENDICOTT JOHNSON 


GUIDE-STEPS 
ENDICOTT JOHNSON CORPORATION, ENDICOTT 1, N.Y., ST. LOUIS 22, MO., NEW YORK 
20 Boot and Shoe Recorder 
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What Price “Cheapness?” 


N September 12 seventeen rubber footwear manu- 
facturers applied to the United States Tariff Com- 
mission for a full scale investigation and public 

hearing with respect to the injurious effect of increased 
imports of rubber footwear on the domestic rubber foot- 
wear industry. They requested the Commission to recom- 
mend the withdrawal of concessions granted under the 
Reciprocal Trade Act and restore to 1930 levels duties 
on waterproof rubber and rubber-soled canvas-upper foot- 
wear. 

The concessions which imports are enjoying were 
granted following Trade Agreements negotiated in Geneva 
in 1947 and 1955. These agreements lowered the tariff 
on waterproof rubber footwear from 25 per cent to 121% 
per cent ad valorem and the tariff on rubber-soled fabric- 
upper footwear from 35 per cent to 20 per cent. Both 
tariffs are based on the American selling price. Imports 
of rubber footwear have increased steadily since 1951. 


The Commission rejected the application stating that 
imports in 1956 constituted only three per cent of the 
domestic production. It suggested legislative action to 
plug a loophole through which hundreds of thousands of 
pairs of rubber-soled fabric shoes have allegedly entered 
the country as leather footwear during the past few years. 


Costly Loophole 


Concerned as they are with constantly increasing im- 
ports of footwear properly designated as rubber, Amer- 
ican producers are apparently resigned to living with the 
situation at least for the time being. They are, however, 
thoroughly incensed at what they believe to be the use of 
a “subterfuge” in obtaining for certain canvas footwear 
the classification as “footwear with uppers in the chief 
value of leather.” 


This device, the American manufacturers hold, fixes a 
duty on them of 20 per cent ad valorem on the importer’s 
invoice price instead of 121% per cent in the case of 
waterproof rubber footwear and 20 per cent in the case 
of rubber and canvas footwear, of the much higher Amer- 
ican selling price. 

This loophole is being “exploited by applying pieces 
of leather to the uppers—a tongue, a backstay, eyelet- 
stays, ankle patches, and so on, so that the uppers would 
be classified in chief value of leather. These additions 
provided no real improvements, but they kept the appear- 
ance of the footwear similar to that of the popular Amer- 
ican-made rubber-soled fabric-upper footwear and yet 
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gave u the benefit of a lower rate of duty. 

A similar loophole existed and was corrected by an 
act of the 83rd Congress. The 85th Congress was con- 
sidering two measures designed to plug the present loop- 
hole when it adjourned last summer. Industry spokesmen 
are confident that some legislation will be enacted prompt- 
ly when Congress convenes. It is believed that the two 
bills which were introduced by Antoni N. Sadlak, repre- 
sentative-at-large from Connecticut, would have passed 
had Congress gotten around to them before adjourning. 
Little opposition to these bills or similar legislation, if 
introduced, is expected from the State and Treasury 
Departments. 


Serious Inroads 

In their petition, the manufacturers noted that because 
imports are confined to a limited number of styles and 
a short range of sizes, their impact on the domestic mar- 
ket is far greater than pairage figures indicate. By con- 
centrating on a few popular styles, foreign manufacturers 
have made serious inroads into the market and have been 
able to disrupt the price schedules of American manu- 
facturers. 

Our manufacturers produce a wide variety of styles 
and carry them in a broad range of sizes and must price 
their lines accordingly. Just as a packer must take into 
consideration the demand for chucks and rounds when 
he prices his porterhouse steaks, so too must a rubber 
footwear manufacturer consider the volume he derives 
from popular styles and sizes when he prices less active 
items in his line. The ultimate effect of this practice of 
“pinpointing” by importers could be disastrous to the 
industry’s pricing structure. 

American manufacturers naturally pointed out that in- 
creasing imports of foreign footwear constitute a threat 
to the job security and welfare of their highly skilled and 
well paid workers. They stressed the important contribu- 
tion which the rubber industry and its footwear division 
made in World War II when it produced forty-five million 
pairs of specialized footwear for the Armed Forces. They 
noted that the industry was currently engaged in coopera- 
tive research with military agencies to develop the many 
specialized types which a well-shod Army requires in 
modern warfare. 

The problem which the rubber manufacturer faces 
today may very well become the retailer’s problem 
tomorrow for, like his manufacturer, he too must main- 

[TURN TO PAGE 60, PLEASE] 
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PRESENTING IN 4 COLORS! 


PINK 
BLUE 
BLACK 
BROWN 
BEIGE 
GRAY 
WHITE 


D! Scholls 


Vi-Foam 


A revolutionary NEW kind of 
Foot Products that ABSORB 


shock and bring a new kind 
of relief and walking ease! 


SEE WHAT HAPPENS! 





j 


What happens when walking on hard 
soles? The shock of each step taken 
jars the central nervous system, which 
consumes precious nervous energy. The 
result is that extremely common after- 
noon let-down known as ‘4-o’clock 
fatigue.” 














What happens when walking on Dr. 
Scholl's Vi-Foam? The shock and jar of 
walking is ABSORBED. Nervous 
energy is conserved, lessening the cause 
of fatigue. The wearer gets quick relief 
from troubled feet...enjoys priceless 
walking ease. 





Here is truly the ultimate in cushion- 
ing, shock-absorbing foot reliefs. Dr. 
Scholl's Vi-Foam is a superior Vinyl 
Foam ... softer, lighter, more cushion- 
ing, more wear-resistant than rubber. 
The tiny air cells of Vi-Foam “breathe’”’ 
under the slightest foot pressure... give 
a “floating” sensation to every step. 


Vi-Foam won't mat down, discolor or 
deteriorate with age. It is unaffected by 
oil, grease or acid... resists fungi and 
bacteria. Electronically sealed paper- 
thin edge eliminates bulking in shoe. 


Shoe-Matching Colors 


The smooth Lustrel top of Vi-Foam 
Foot reliefs come in a variety of lovely 
pastel shades. The bottoms are in con- 
trasting colors. Modern packaging lets 
one SEE and FEEL them. Weigh as 
little as one ounce each! Nationally ad- 
vertised. Write NOW for leaflet and 
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FREE sample pair of Dr. Scholl’s Vi- 
Foam HEEL CUSHIONS in size 
wanted. THE SCHOLL MFG. CO., 
Inc., Chicago 10, Ill., New York 11, 
N. Y., Los Angeles 58, Calif. 


DF Scholl’ 


HEEL CUSHIONS 


Pat. Pend 





D' Scholls 
U-Foam 


METATARSAL 


Pat. Pend. 


CUSHIONS 


D' Scholls \:: 

Ui-Foam 
CUSHION 
INSOLES 


Pat. Pend. 





D' Scholls 


Foam 


Trade Mark 


ARCH CUSHIONS 


Pat. Pend. 





D! Scholls 
Sram 


OPEN TOE — OPEN 


Pat. Pend 


HEEL CUSHIONS 





| D: Scholls Ue-Foam 
© @ | CUSHION SUPPORTS 


Pat. Pend. 
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5 $14 price Yange 


...and heres bow you can 


profitably sell this big market 


Every other man who passes your store buys his shoes in Fortune's price range! 


You can sell this market with Fortune, because Fortune not only has a terrific 
line of shoes but Fortune helps you sell those shoes. 


IN-STOCK --- There are more than 200 styles in Fortune's new spring line— 


all in-stock for fast reorder service and every one of them with a world 
of sales appeal. 


CO-OP ADVERTISING--- Fortune offers a highly successful co-op advertising 


plan and a comprehensive display program (at about half cost) which 
help you build interest in Fortune shoes, bring customers into the store 
and speed up turnover. 


ALL SIZES--- Fortune offers you full size coverage. Many popular styles are 
available all the way from size 2 through size 12. This takes in the 
boys’ market and the highly profitable teenage market. 

SHOES FOR MEN 

SHOES FOR BOYS 


their shoes. 


Write today for full particulars of our proposition and learn how you can get 
your share of sales in the price range in which half the men of America buy 


Fortune Shoe Company, division 


OF GENERAL 


fm Nashville, Tennessee 





SHOE CORPORATION 





THE SHOES 
THAT 
ANSWER 

A MOTHER’S 
QUESTIONS 


FIT? Blue Bonnet Shoes sell faster and 
repeat oftener because they provide 
the support and ‘‘growing room” 
active young feet must have. 


FASHION? Blue Bonnet has 


style leadership. 


QUALITY? Only in shoes selling at up 


to $2.00 more a pair do you find the 
features Blue Bonnet offers. 


PRICE? Blue Bonnet Shoes retail at 
$5-$6 ... the very heart of the big 
volume market. 


$5-$6 SHOES 


IN STOCK 


SAME DAY SERVICE 


me Write, wire or phone collect today for complete information about a franchise in your city 


BLUE BONNET SHOES, INC., MANUFACTURERS «+ 5 FRANKLIN STREET, LAWRENCE, MASSACHUSETTS 





ew 
usSniION 
ork 


js deep-cushion comfort 
the slimmest footwear 
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(Aymstrong CUSHION CORK 


... the natural foam for deep-cushion comfort 





Tips on selling shoes 
cushioned with 
new Cushion Cork 


COMPLETELY DIFFERENT MATERIAL, 


CONTAINS NO RUBBER 


Here’s an exciting new story to tell, about a new kind of comfort—deep- 
cushion comfort. New Cushion Cork® is a remarkable new cushioning ma- 
terial that contains no rubber whatsoever. It gives a new kind of comfort— 
cushioning in depth—DEEP-CUSHION COMFORT. 


The secret of this deep-cushion comfort 
is a revolutionary new way of combin- 
ing finely ground cork—nature’s own 
foam—with a newly developed binding 
material that’s as flexible as cork itself. 


New Cushion Cork compresses in direct 
proportion to body weight. When you 
stand quietly, Cushion Cork yields just 
enough to float your foot gently, yet pro- 
vides the support needed for comfort. 


Send for free, cube-shaped sample of this 
new material. Test the gentle, deep-cushion 
comfort of new Cushion Cork for yourself. 
Write Armstrong Cork Company, 6308 Del- 
aware Avenue, Lancaster, Pennsylvania. 


The new Cushion Cork is a visco-elastic 
material. It compresses under pressure 
and returns to its original thickness at 
a smooth, even rate. This makes it a 
natural, highly efficient shock absorber. 


When you walk or dance, new Cushion 
Cork yields proportionately more. It 
absorbs foot impact smoothly and then 
flows—not springs—back to place for 
truly luxurious, deep-cushion comfort. 


| c 
By contrast, purely elastic shoe cushion- 
ing materials act like a spring. They 
bounce shocks back into the foot at 
every step and so tend to increase 
rather than lessen common foot fatigue. 


This comfort /asts. Cushion Cork re- 
tains up to 4% times more cushion than 
conventional low-density materials of 
equal thickness . . . abundant protection 
against heat, cold, and hard pavements. 


Armstrong CUSHION CORK 


...the natural foam for deep-cushion comfort 
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Buying Lively, Exhibit Space High, at Fair 





Good Fall Business Sparks Strong Early Commitments In Spite Of 
Five-Per-Cent Increases By Three-Quarters Of Firms At The Show 


CuHiIcaco—Lively traffic and healthy 
buying sent the National Shoe Fair off 
to a brisk start on opening day. Ex- 
hibit space was at an all-time high 
with shoe firms spilling over into the 
exhibit hall of the Conrad Hilton for 
the first time. 





JOHN L. MORAN 


Price increases had no effect on buy- 
ing as retailers poured into showrooms 
and corridors. Early buying was scat- 
tered but retailers had a pattern. They 
bought test styles for early selling to 
set the pace for their later volume 
orders. 

As early as Sunday noon, salesmen 
took out their ballpoints and began to 
write—not just talk. 

Despite overall price increases a 
number of women’s manufacturers re- 
ported no increase or such a slight one 
that they do not expect it to be re- 
flected at retail. However, at least 75 
per cent of the firms came to the show 
with increases averaging five per cent. 
The overall view was one of optimism. 

Well over half of the manufacturers 
upped their predictions as to future 
sales. Retailers brought reports of 
good lively fall business sparked by 
cool weather, thus inventories were in 
healthy shape encouraging reasonably 
strong early commitments. 

Pumps led off as women’s volume 
silhouette, with bows a favorite deco- 
ration. Retailer reaction concurred in 
the general industry opinion that 
newsiness of opened-up shoes, particu- 
larly in T-strap patterns on heels from 
pancake to skyscraper mount up sea- 
son interest. The trend to the more 
extreme toe continued with a squared- 
off version gaining strength. Black 
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patent was first, accounting for from 
50 to 55 per cent of sales of the aver- 
age retailer. Flight blue, about 28 per 
cent, red as high as 11 per cent, the 
remainder going to neutral and pro- 
motional colors. 

Juvenile 


manufacturers re- 


shoe 





LLOYD W. NORDSTROM 


ported opening day business better 
than last year and predicted it would 
remain so. Early orders were for nar- 
vew last, modified pointed toes, squared 
off toes and tiny heels for growing 
girls; narrow lasts and swivel straps 
for misses; shu-loks in little gents’ 
shoes; inverted seam vamps_ and 
stitched and turned vamps for boys 
and a continuation of the Ivy League 
influence. 

Black and brown sold 50-50 for boys. 
There is a growing demand for color 
for girls—particularly shock colors 
with black patent top, reds stronger 
and white, in smooth leather, good. 

Men’s traffic and buying was re- 
ported as normal. A continuation of 
the lightweight flexible styles with new 
refinements was noted. Black is still 
big, with dark brown moving up fast. 

John L. Moran, of the Moran Shoe 
Company, Carlyle, IIll., was re-elected 
president of the National Shoe Manu- 
facturers Association at a meeting of 
the association’s board of directors 
held in the Palmer House. 

Merrill A. Watson, NSMA, was re- 
elected executive vice-president. The 
following regional vice-presidents were 
also re-elected: 


Percy N. Burton, Craddock-Terry 
Shoe Corporation, Lynchburg, Va.; 
Jerome M. Kushins, Kushins, Ince., 





Santa Rosa, Calif.; Herbert Lape, Jr., 
The Julian & Kokenge Company, Co- 
lumbus, 0.; Paul O. MacBride, Milford 
Shoe Company, Milford, Mass.; Monte 
E. Shomaker, Brown Shoe Company, 
St. Louis, and Harold O. Toor, H. O. 
Toor Shoe Company, Hanover, Pa. 

Also elected regional vice-presidents 
were Saul L. Katz, Hubbard Shoe Com- 
pany, Inc., Rochester, N. H., and Wil- 
liam W. Kiss, Pied Piper Shoe Com- 
pany, Wausau, Wis. 

Robert C. Erb of the Melville Shoe 
Corporation, was re-elected treasurer, 
and G. B. Allbritton, NSMA, was re- 
elected secretary. 

The following shoe manufacturers 
were elected to serve on the associa- 
tion’s board of directors for a three- 
year term: 

Preston Beyer, Mel Preston Shoe 
Corporation, Brooklyn; E. E. Doane, 
Knapp Bros. Shoe Manufacturing Cor- 
poration, Brockton, Mass.; Monroe Gel- 
ler, Andrew Geller, Inc., Brooklyn; 
Robert Goldstein, Plymouth Shoe Com- 
pany, Middleboro, Mass.; Harold B. 
Gessner, Oomphies, Inc., New York 
City; Robert H. Leverenz, Leverenz 
Shoe Company, Sheboygan, Wis.; 
Philip W. Lown, Old Town Shoe Com- 
pany, Old Town, Me.; Gale L. Pate, 
Juvenile Shoe Corporation of America, 
Aurora, Mo.; Richard J. Potvin, R. J. 
Potvin Shoe Company, Brockton, 
Mass.; Julian G. Samuels, Jr., Samuels 
Shoe Company, St. Louis, and Frank 
Shapiro, of the American Girl Shoe 
Company, Boston. 

Lloyd W. Nordstrom, of Nordstrom’s, 
Inc., Seattle, was elected president of 
the National Shoe Retailers Associa- 
tion at the annual meeting of the 
group’s board of directors. 

Nordstrom’s, Inc., now includes three 
family shoe stores in Seattle and one 
in Portland, Ore. In addition, the com- 
pany operates 10 concessions in depart- 
ment stores and specialty shops cover- 
ing Washington, Oregon and California. 
It employs more than 400 persons. 

The store in downtown Seattle, con- 
sidered one of the largest in the coun- 
try, is scheduled to undergo enlarge- 
ment and remodeling in 1958. When 
completed it will have four floors each 
measuring 20 feet by 100 feet. 

Mr. Nordstrom has long been active 
in the association’s affairs. Nord- 
strom’s, Inc., has been a member since 
1937 and Mr. Nordstrom has served as 
a director since 1951. He has been one 
of the group’s vice-presidents since 
1954, and, for many years, has been a 
member of the association’s Women’s 
Shoe Style Committee. 

At the annual board of directors 
meeting, the National Shoe Retailers 
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Independent Shoemen Urged to Bar More Concentration 


CuHicaco—“Concentration of the shoe 
industry in the hands of a few shoe 
manufacturers is getting worse, not 
better,” according to Donald M. Couni- 
han, Washington, D. C., lawyer, fea- 
tured speaker at the Independent Shoe- 
men annual meeting banquet, October 
26, in Chicago. 

“Manufacturers are throttling inde- 
pendents by opening direct distribution 
stores, by making retailers captive to 
financing and other devices and by 
buying up choice retail outlets and 
fostering their own lines to the exclu- 
sion of others,” was the thesis he 
sounded. 


Officers Elected by IS 


Richard J. Potvin was reelected president 
of independent Shoemen for the coming 
year. The new panel of officers includes 
Meade M. McCain, Jr., vice-president of 
the retail division; Les Hafemeister, vice- 
president of the manufacturing division; 
George Mason, vice-president of the 
wholesale division; Dave Tolin, vice- 
president of the shoe travelers division, 
and Carl Sher, vice-president of the 
allied products division. Jim Rick was 
elected treasurer, Jack DeWitt, secre- 
tary; Frank T. Underhill, executive direc- 
tor and Ben Finn, director at large. 








Mr. Counihan traced the history of 
acquisition by General Shoe Corpora- 
tion, Brown Shoe Company and Inter- 
national Shoe Company as background 
material for a discussion of Justice 
Department and Federal Trade Com- 
mission shoe cases. Looking at the 
problems of Independent Shoemen 
through the eyes of a lawyer, he 
reached beyond merchandising aspects 
to the area of fair competition. 

From 1950 to 1955, General Shoe, 
Mr. Counihan told the group of 100 
attending the dinner, acquired corpo- 
rations with total annual sales of ap- 
proximately $67 million. In the consent 
decree handed down in February, 1957, 
General was restrained from further 
acquisition for a period of five years 
along with other specific provisions, 
according to his report. 

“Now it is up to you and your group 
to follow up and see that this decree 
is lived up to,” Mr. Counihan told I. S. 
“Be alert for instances of deviation 
from this decree. Your job is to see 
that this decree stays in force.” 

The Brown-Kinney merger was de- 
scribed by the Washington lawyer as 
“a milestone and a landmark.” This 
case marks the first time, he said, that 
“a temporary injunction was used to 
set aside in a separate package the 
status quo to avoid having to undo 
later a tangled, impossible situation.” 
Independent Shoemen was urged to 
watch this case when it comes up for 
trial in St. Louis early in 1958. 

A run-down of the most recent In- 
ternational Shoe Company and Shoen- 
terprise case by Counihan brought I. S. 
representatives up to date on develop- 
ments. The hearing is scheduled for 
December 2. 
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“No group benefits more consistently 
from anti-trust enforcement than does 
small business. Washington has a 
growing receptivity to small business. 
As long as free, competitive competi- 
tions are maintained,” he stressed, “In- 
dependent Shoemen can translate busi- 
ness profits into a decent standard of 
living.” 

Preceding the banquet speech silver 
gavels were presented to Sam Sullivan 
and Richard Potvin and a desk set was 
given Ben Finn in recognition of past 
services. 


Tanners’ Council Convention 
Elects Ralph Ewe President 


CuiIcaGo—Ralph H. Ewe was elected 
president of the Tanners’ Council of 
America at the organization’s 41st an- 
nual convention held October 23-25 in 
Chicago. Mr. Ewe is president and 
chairman of the board of the Ohio 
Leather Company. He succeeds Joseph 
F. Eberle. 

Carl Good, of Good Brothers Leather 
Company is the new treasurer. Irving 
R. Glass continues as vice-president 
and Leif C. Kronen as secretary. 

Major changes in types of footwear 
and shoe merchandising currently in 
the making were cited as important to 
the entire shoe and leather industry. 
This was the theme of one of the chief 
addresses, made by Edward Atkins, 
executive vice-president of the WNa- 
tional Association of Shoe Chain 
Stores. He listed processes of vulcan- 
ization and plastic injection moulding 
as holding possible potential for pro- 
ducing serviceable and attractive foot- 
wear at considerably lower cost levels. 

These changes, he pointed out, would 
mean that the traditional shoe store 
as now known would no longer exist. 
“The distribution of footwear would 
have to be along different lines and 
the whole character of this industry 
would change to a point of being un- 
recognizable. The fact is that the char- 
acter of mass distribution in this coun- 
try is already beginning to change and 
I think it is only the beginning. The 
one change that the traditional shoe 
store in this country can not afford is 
to have a severe decline take place in 
its average unit selling price.” 

He pointed out that within the past 
few seasons shoe chain stores have in- 
troduced higher price lines of better 
quality merchandise, both in recogni- 
tion of customer demand and as an 
economic necessity in terms of operat- 
ing cost. 

He also reported that the chain store 
industry is studying the feasibility of 
instituting installment credit. The in- 
creased use and development of equip- 
ment that will permit a far greater 
use of mechanization and electronics 
by shoe retailers was also mentioned. 
These would be applied to recording of 
merchandising and accounting data, 
thus releasing personnel for the major 
job of presenting and selling shoes. 


Richard Graffis Elected Head 
Of National Shoe Travelers 


Cuicaco—Richard Graffis was elected 
president of the National Shoe Travel- 
ers Association at the 47th annual con- 
vention in Chicago, preceding the Na- 
tional Shoe Fair. He succeeds Ted 
Hinds. Mr. Graffis is a member of 
West Coast Shoe Travelers Associates. 
He was first vice-president of the Na- 
tional organization. 

George H. Lawson, Michigan Shoe 
Travelers Club, and former second 
vice-president, was elected first vice- 
president. Ben Berwald, Southwestern 
Shoe Travelers Association, is second 
vice-president. Edmund J. Trench, 
Northwest Shoe Travelers, was re- 
elected secretary and managing direc- 
tor, and Paul D. Cook, also of North- 
west, treasurer. 

The annual trophy for the greatest 
percentage increase in membership 
went to Mountain States Shoe Travel- 
ers Association. 

Increased support of regional shows, 
both from retailers and exhibitors was 
reported by affiliate associations. Coffee 
bars, cocktail parties, free vacation 
trips, prizes for retailers, buffet 
lunches, and other features were listed 
as helping spur attendance. Pacific 
Northwest reported a chartered boat 
trip had been a feature at a recent 
show. Mountain States offered a free 
trip to a resort city. 

Southwest reported the largest mem- 
bership in its history. West Coast out- 
lined its educational program aimed at 
developing new talent for the shoe 
business. Other reports were devoted 
to pending tax legislation and other 
items of importance to salesmen. 

Formation of a welfare fund was 
announced. It is to be supported with 
income from sources other than dues. 
The secretary reported that negotia- 
tions are under way to bring addi- 
tional associations into the national 
organization during the coming year. 


Buying Lively, Exhibit Space 
High at National Shoe Fair 


[CONTINUED FROM PRECEDING PAGE] 


Association elected the following direc- 
tors to serve for three years: 

Z. Albert Joseph, of Joseph Salon 
Shoes, Chicago; James M. Kempner, 
Kempner’s, Little Rock, Ark., and Wil- 
liam Scheft, H. Scheft Company, Bos- 
ton. 

The following directors were re- 
elected to serve a three year term: 

William T. Lewis, Lewis Salon Shoes, 
Phoenix, Ariz.; William R. Miles, Jr., 
Gamer Shoe Company, Butte, Mont.; 
Lloyd W. Nordstrom, Nordstrom’s, Inc., 
Seattle; Howard M. Preston, H. A. 
Preston Company, Battle Creek, Mich.; 
Clovis P. Saunders, Sommer & Kauf- 
mann, San Francisco, and Edward Dick 
Schwartz, E. Dick & Company, New 
York City. 
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Price Concern No Bar to ‘Normal’ Buying 





RECORDER Survey at Shoe Fair Shows Buying is Sustained by Belief 
Of Most Retailers In Continuing Good Retail Sales and Early Easter 


CHICAGO — Though prices was the 
chief concern of most buyers attending 
the National Shoe Fair, retailers gave 
every indication of making buys for 
“normal” requirements. In many cases, 
however, this meant buying in in- 
creased amounts due to the expecta- 
tion of good retail sales and a two- 
weeks-earlier Easter date. 

A major BOOT AND SHOE RECORDER 
survey conducted in 20 metropolitan 
retailing areas in the U. S., and aug- 
mented by interviews with scores of 
buyers at the fair, showed that 49 per 
cent of buyers plan to increase their 
buy compared with last spring. About 
40 per cent plan no change, and the 
remainder generally plan to buy less. 

The stocking of new stores in sub- 
urban branches will account for prob- 
ably a substantial amount of increased 
buying. Yet many retailers expressed 
concern about growing competition 
from shopping centers and suburban 
stores. 

Stores hardest hit, mostly downtown, 
expect to compensate by accenting style 
and novelty types, still being largely 
bought downtown, though stores which 
have built a business largely on basics 
will find it difficult to alter their mer- 
chandising patterns, majority opinion 
conceded. 

Despite greater buys overall, a num- 
ber of suburban operations were cau- 
tious, waiting for several seasons 
ahead, to indicate some sort of buying 
preference on the part of the consumer. 

A large number of retailers are wait- 
ing to see “what’s new,” a mood which 
last year prompted a buying ground- 
swell for needle and taper toes. 

Timing of Buying—The survey shows 
that 58 per cent of spring buying will 
be the initial buy and 42 per cent on 
an open-to-buy and fill-in basis. 

Initial buy runs to a high of 71 per 
cent of the budget in Detroit, and 45 
per cent in Boston and Houston. Open- 
to-buy, on the other hand, runs to a 
high of 55 per cent in Boston and 
Houston and to a low of 29 per cent in 
Detroit. 

Heavy initial buys usually exist 
where basics are involved, such as the 
highly industrialized area of Detroit. 
Retailers in general continued to show 
little reaction to urgings of shoe man- 
ufacturers to “buy early.” However, 
many were interested in earlier intro- 
duction of seasonal styles for a better 
batting average. 

Generally, however, there are signs 
of a steady decline in initial buy per- 
centages and a corresponding rise in 
open-to-buy. Beginning in large cities, 
this trend is seeping out to smaller 
communities. It also indicates a larger 
share of the buying is now closer to 
season, which results in shorter term 
commitments for the retailer. 
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Two interesting highlights in the 
buying situation are suggested by an 
increasing number of retailers inter- 
ested in upgrading more of their lines 
and an experiment in increasing the 
buy of spring shoes and cutting down 
on summer shoes. 

Inventories—The survey shows that 
slightly less than half of retailers’ 
stocks are about the same; 25 per cent 
have higher inventories, and 27 per 
cent, lower. 

Regardless of the level of their 
stocks, retailers said definitely that 
there would be no rush to get in under 
the wire in the event of higher whole- 
sale prices. 

Prices—Are higher wholesale prices 
for spring shoes justified? Retailers 
were evenly divided pro and con. “Yes” 
answers were particularly strong 
among shoe men from Los Angeles, St. 
Paul, Boston, Indianapolis, Kansas City 
and Philadelphia; while “no” answers 
were equally the mood in Providence, 
Buffalo, Omaha, Columbus, Denver, 
Houston and Detroit. 

If rises are small, a large number 
of retailers will try to absorb the in- 
creases; though, of course, many retail- 
ers will pass on the increase. Only a 
minority would cut down on some buy- 
ing, especially in “fringe” lines of 
shoes. Another group will meet higher 
prices by shifting lines and downgrad- 
ing to former price levels. 

Despite make-shift “solutions” some 
retailers were gravely concerned about 
being able to stay in the same price 
brackets in some of their lines. They 
hope to surmount the problem by up- 
grading without affecting the overall 
price ranges or brackets. 

Spring Sales Outlook — An over- 
whelming 65 per cent of retailers polled 
by the RECORDER expect dollar volume 
to be up next spring for an average 
rise of seven per cent. 

Most optimism stems from Provi- 
dence, Omaha, Milwaukee, Columbus, 
Binghamton, and Buffalo. A more tem- 
pered view comes from Cleveland, Phil- 
adelphia and Detroit. 

Casuals continue to account for a 
larger segment of the sales pie in many 
areas. The pointed toe, moving slowly 
in some places, is expected to catch 
on there and become a big item by 
spring. 





Shoe Corporation V-P Dies 


CoLuMBuUs, 0.—Abe Jacobson, an as- 
sociate in the Shoe Corporation of 
America for 28 years and company 
vice-president since 1952, died of can- 
cer October 23, in University Hos- 
pital here. He was treasurer of the 
Columbus Zionist Organization. Sur- 
viving are his widow, two sons and a 
daughter. 


Guild Show Offerings 
Confirm Earlier Trends 


New York—Spring collections shown 
here recently by the Guild of Better 
Shoe Manufacturers confirmed trends 
already noted in early spring styles. 

Black patent leather is still an impor- 
tant leather in high style factories. It 
is being used in both closed and open-up 
pumps, often with a touch of white. 

Bright colors in smooth leathers in- 
clude not only the anticipated spring 
colors, a bright blue and red, but some 
even lighter and gayer colors such as 
turquoise and a fuchsia pink. These 
colors are also being put into suedes, 
giving a new look to the shoes. 

The beige-to-brown family, especially 
an extremely pale natural beige, is being 
included in many spring lines of Guild 
members, often in an ombré or two-tone 
effect, a lighter and a darker shade in 
the same color family. The light foot 
and the bright foot will both be good, 
judging by Guild collections. 

High fashion stores are also buying 
lighter shoes in the sense of more open 
patterns. Favorite among these is the 
pump with closed toe and sling or 
halter back. Closed toe mules are also 
still very important. 

In the same feeling for lightness, 
vinyl plastic continues to be included in 
spring materials. 

Fabrics are very important, offering 
softness and color, both leading trends. 
Silk and polished cotton are very much 
used in floral and striped prints. The 
grounds of the florals may be white or 
black or the pattern may cover the en- 
tire material, leaving no ground visible. 

Black crepe and peau de soie are 
being used in pretty, not too dressy, 
daytime shoes. Satin, in all-over shoes 
or as a trim, is another spring fabric. 
A striking shoe at one Guild showing 
is a brighter navy blue suede pump 
with a wide green satin collar and sock 
lining. 





William Schenfield Appointed 
Thom McAn Merchandiser 


New YorK—William Schenfield has 
been appointed stylist and merchan- 
diser of youths’ and little gents’ shoes 
for the Thom McAn division of Mel- 
ville Shoe Corporation, it was an- 
nounced by Frank C. Rooney, vice-pres- 
ident. 

Mr. Schenfield joined Thom McAn in 
1929 as a retail salesman and became 
a store manager the same year. He 
was manager of the Thom McAn store 
at 478 Seventh Avenue, New York City, 
in 1936 when he was transferred to the 
merchandise department at the com- 
pany’s headquarters. Prior to his pres- 
ent appointment, he was assistant 
buyer in the men’s buying division of 
that department. 

In his new position, Mr. Schenfield 
will develop the lines indicated for ap- 
proximately 800 Thom McAn stores in- 
cluding 250 family stores. 


29 





Schaefer Named Brown Shoe Sales Chief 


LOUIS J. SCHAEFER 


St. Louts—The board of directors of 
Brown Shoe Company has announced 
the election of Louis J. Schaefer as 
vice-president in charge of sales, effec- 
tive immediately. 

Mr. Schaefer has been general sales 
manager in charge of sales for all divi- 
sions since May 1, 1957. Since joining 
the company in 1937, he has held many 
key sales positions, starting as a sales- 
man in Ohio, Indiana and Michigan 
with the Naturalizer division and pro- 
gressing to general manager and sales 
manager of Naturalizer in 1949. 

A member of the Brown Shoe Com- 
pany board of directors for more than 
three years, Mr. Schaefer held the posi- 
tion of general sales manager of all 
women’s divisions prior to his appoint- 
ment as general sales manager. 

Walter Johnson has been appointed 
assistant general sales manager for 
all sales divisions of Brown Shoe Com- 
pany effective November 1. William 
J. O’Rourke, Jr., will succeed Mr. John- 
son as sales manager of the United 
Men’s division. 

Mr. Johnson came to Brown Shoe 
Company 22 years ago. He moved from 
his initial job in the warehouse to sell- 


WALTER JOHNSON 


ing for the division, and 11 years ago 
was made general sales manager. He 
assumed the duties of general sales 
manager for men’s divisions about two 
and one-half years ago. 

William J. O’Rourke, Jr., joined 
Brown Shoe seven years ago as a sales- 
man. He has sold Pedwin and was 
Mound City’s representative for the 
past three years. 

Louis J. Schaefer, general sales man- 
ager of the company, made the appoint- 
ment announcements. Other personnel 
changes made known recently include 
the appointment of Arnold Bregman as 
general sales manager for the Risque 
division. He succeeds Archie Bregman, 
whose new duties will be to coordinate 
the slip-lasted styling of Risque, Natu- 
ralizer and Air Step. 

In the Air Step division, Donald 
Street succeeds Vince Canning as mer- 
chandise manager of the division. E. 
W. Punshon, Jr., moves from the 
United Men’s division to the Roblee 
division as merchandising manager suc- 
ceeding Jack Gorsuch. Harvey Cotlar 
will become merchandise manager of 
the Risque division. 





Acme Boot, Warner Brothers Tie-In for TV Series Films 


NASHVIILLE, TENN.—Warner Broth- 
ers Pictures has recently announced 
a tieup with the Acme Boot Company, 
Inc., Clarksville, Tenn., the world’s 
largest bootmakers, for the use of 
Acme cowboy boots in future western 
features and in Warner’s TV series. 

An established leader in the field 
of motion pictures, Warner Brothers is 
at present foremost major studio en- 
gaged in television production. 

Under the terms of the deal, Warner 
Brothers western TV stars will wear 
specially fitted Acme boots in their 
ABC-TV coast-to-coast series. Acme 
will also market new styles in western 
footwear bearing the character names 
of the popular Warner Brothers tele- 
vision stars. 

The boots will be worn by six-foot 
six-inch Clint Walker, star of the top- 
rated “Cheyenne” series; by James 
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Garner, star of “Maverick,” Warner’s 
new hour-long Sunday night series 
which has reportedly already made in- 
roads in the erstwhile Ed Sullivan- 
Steve Allen monopoly; by Will Hutch- 
ins, young star of “Sugarfoot,” which 
alternates with “Cheyenne”; and by 
newcomer Wayde Preston, ex-cowboy 
from Wyoming, who stars in the new 
weekly half-hour series, “Colt .45.” 
According to Sidney Cohn, president 
of the boot company, Acme will enlarge 
its nationwide promotional and ad- 
vertising campaign in 1958 because 
of the tieup with Warner Brothers. 
Acme’s advertising campaign includes 
newspaper, trade paper, magazine and 
point-of-sale advertising, and is pro- 
duced by the Doyne Advertising 
Agency, Inc. George W. Doyne, presi- 
dent of the agency, handled the ne- 
gotiations for Acme in the tieup. 


Price Adjustments Affect 
Most Brown Shoe Lines 


St. Louis—Brown Shoe Company 
announced price adjustments reflecting 
some increases in all lines for spring. 

Among the women’s brands the price 
ranges remained basically the same 
with a few new patterns priced at re- 
tail $1 over the price range. 

Children’s lines will remain basically 
the same with a few higher prices in 
youth and boy’s shoes. 

Men’s lines also are priced within 
their regular price ranges with several 
styles priced at retail $1 higher than 
the price range. All price adjustments 
have been made necessary by increased 
labor and material costs, according to 
an announcement by Louis J. Schaefer. 


International to Up Prices 
On Many Lines for Spring 


St. Louis—Henry H. Rand, presi- 
dent of International Shoe Company, 
announced at the firm’s sales meetings 
in October that prices on many of its 
shoes would be advanced for spring. 

According to Mr. Rand, there will be 
no “across the board” advance. Prices 
on some shoes will not be changed at all. 
Actual increases range from nothing to 
10, 15 and 25 cents per pair. In a few 
instances, on such items as men’s work 
shoes and boots, prices have been raised 
as much as 50 cents per pair. 

While prices at retail on some shoes 
will have to be raised from 50 cents to 
a dollar per pair, all lines have been 
carefully merchandised so that the big 
volume, popular retail price brackets 
would remain unchanged. 

“Although the hide and leather mar- 
ket has remained stable in recent 
months,” Mr. Rand said, “the cost of 
rubber has increased, and rubber is 
being used in more soles today than at 
any time in the history of the shoe in- 
dustry.” He also noted that prices on 
many of the finished materials other 
than leather have been advanced. 

“Probably the biggest factor that 
compelled a price adjustment on our 
lines,” the president pointed out, “was 
the cost of International’s new pension 
plan covering an additional 22,000 em- 
ployees.” Starting October 1, 1957, the 
company contributed three per cent of 
its gross payroll to this program, with 
pension payments beginning a year 
from that date. The plan is financed 
entirely by the company, with no con- 
tributions required from employees. 


Ephrata Ups Some Prices 


EPHRATA, Pa.—The Ephrata Shoe 
Company, Inc., producers of juvenile 
shoes, announced a 10 cents-a-pair in- 
crease on two size runs—8% to 12 and 
12% to 3—of Goodyear welt shoes be- 
ginning November 1. 

The company said there is no in- 
crease in either infants’ shoes or in the 
orthopedic lines. It attributed the in- 
crease to increased labor costs. 
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.. Call Boy Scouts/and 
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i Qt yourrescye ..., they are 
young, eager, ready and 


| 


: anxiousto buy Aefe 


In this unusual mission the Scouts will benefit just 
about as much as the stores "'rescued.'' They will 
get the shoes they need to be correct Scouts from 
the ground up; you will get the new customers you 
need to increase volume and profits. The growing 
army of Scouts (more boys of Scout age and a 
higher percentage joining) are coming to demand 
Official shoes made to the rigid standards set by 
their national Scout headquarters. These new cus- 
tomers will buy more than Scout shoes, too. They 
and the adults who accompany them are exposed 
to other items you carry. And don't forget that "a 
Scout is loyal." Many of these youngsters will 
develop a loyalty for your store and will be buying 
footwear and clothes from you ten or twenty years 


from now. Write us today for full information. 


Ofc ’ J 
BOY SCOUT 
SHOES 





If your store needs 


NEW CUSTOMERS (2 
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SHOES FOR MEN | 
SHOES FOR BOYS . 









Official All-Purpose 
Bre wn Oxf ra 
Also in Black 
for Cub Scout: 


<made by the makers 
of these famous shoes 


Fortune Shoe Company « Nashville, Tennessee 
DIVISION OF GENERAL SHOE CORPORATION 





TWO MORE LEADING 

SHOE MANUFACTURERS 
ARE USING 

REDI-TOTES... 

ANOTHER IMAGINATIVE 
PACKAGING ACHIEVEMENT 


BY GARDNER 


REDI-TOTES do triple-duty! 

They’re smart- styled shoe containers, an 
easy-to-carry package that requires no wrapping. 
As light and colorful as a butterfly, 
REDI-TOTES are attractive to your customers! 
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REDI-TOTE =>, 

FOLDING oak 

SHOE : a a 
CARTONS “One Box From Factory To Consumer” 


America’s Leading Retail Box Manufacturer 
The GARDNER BOARD and CARTON COMPANY « Retail Folding Box Department « LOCKLAND, CINCINNATI 15, OHIO 
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said Avonite, 


and she was sure when 


Good Housekeeping showed her why... 


and followed it up with a retail promotion that guaranteed regular repeat sales on shoes with Avonite Soles! 


When this children’s shoe size chart ap- 
peared in Avonite’s Good Housekeeping 
Ad—it showed Good Housekeeping’s 
reader-wife how fast her children out- 
grow their shoes—far faster than the 
Avonite soles could possibly wear out! 
On the average, children need new 
shoes every three months! And because 
she saw it in Good Housekeeping—she 
was confident. Confident that every fact 
—every figure was accurate...and that 
every claim was backed up by rigid 
Good Housekeeping Institute tests! 


(j00d Housekeeping 





All this promotion material—for news- 
papers, radio, TV, direct mail—went to 
retailers who tied-in and boomed sales! 
Good Housekeeping followed through 
with merchandising to 670 family shoe 
stores—232 Brown Shoe Stores—and 
top department stores like these: Gim- 
bels (all eight stores), Hochschild & 
Kohn & Co., L. S. Ayres, Nachman’s, 
Famous Barr and Higbee Co. And they 
made sure of repeat sales—by mark- 
ing the calendar on the chart—when 
the next pair of shoes would be needed! 


She’s so sure when Good Housekeeping says so! 
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How can Good Housekeeping help you 
sell more? Whether you make the shoes, 
the soles, the lasts or the laces—Good 
Housekeeping can back up a promo- 
tion to fit your sales needs. Why not 
find out how easily you can use this 
special Good Housekeeping service—to 
make more sales! 

Get in touch with Ray Petersen at 
Good Housekeeping. His telephone 
number in New York is COlumbus 5- 
7300. Call him right now and let him 
give you all the details! 


wet 08 4p Aiung OF 


A HEARST MAGAZINE 





Discount house retailing... threat or boon? 


‘i 
Hear Hear at first-hand this dynamic concept of volume retailing... its 
STEPHEN MASTERS philosphy, its future...delivered by its most articulate spokesman. 

Important fashion information also awaits you! New Spring and 
Board Chairman and President of Masters, Inc. Summer trends, profit-making predictions, question and answer forum 


Major discount department store chain. conducted by PPSSA’s expert panel of Style Committee Chairmen. 


“ihe Another sure sell-out! Don’t wait... reserve your tickets now! 


PPSSA BREAKFAST THE TIME: Monday, December 2, 8:00 to 9:45 a.m. 
THE PLACE: Grand Ballroom, Hotel New Yorker 
DECEMBER 2 TICKETS: $3.00. For reservations (please enclose check), write 
PPSSA, 210 Lincoln Street, Boston 11, Massachusetts 
POPULAR PRICE SHOE SHOW OF AMERICA © Dec. 1-5, 1957 
HOTELS NEW YORKER, SHERATON-McALPIN and THE NEW YORK TRADE SHOW BLDG. 


Co-Sponsors: The National Association of Shoe Chain Stores * The New England Shoe and Leather Association 
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Shoe Price Advances 
May Stick 


Nothing Wrong 
That Can’t Wait 


Footwear Sales Gain 
Expected in °58 





























by George H. Baker 





If all goes well, sales of footwear at retail should gain by about five 
per cent next year, according to the government’s foremost leather expert. 

But part of this gain may very likely occur at the expense of con- 
sumer hard goods sales. 

This forecast, based on official government spending forecasts, comes 
from J. G. Schnitzer, director of the Leather, Shoes and Allied Products 
Division, Business and Defense Services Administration, U. S. Depart- 
ment of Commerce. 

Mr. Schnitzer tells the Boor anp SHoE RecorvER: 

“I agree with those observers who feel that consumer soft goods 
will enjoy the largest share of the slight increase in sales that is expected 
to occur at the retail level during this fall and winter and in the early 
spring of 1958. 

“If this sales picture materializes, it means that retail shoe sales 
should again advance during the new year. 

“Based on present indications of anticipated income and spending 
power, I would estimate that the dollar increase in shoe sales would 
reach almost five per cent. 

“T do not now see any increase in sales of consumer durable goods. 
And it is my firm conviction that if there is any decline in retail sales 
at all, the drop will occur in consumer durables and not in soft goods 
lines.” 

It all sounds promising. Let’s hope business remains firm, and that 
nothing happens to soften the picture. 


From the Washington angle, it looks as if the price advances announced 
recently by shoe manufacturers will stick. Talk of “buyers’ strikes” 
seems to be just that—just talk. 

The men in Washington who follow consumer prices are noting that 
many manufacturers represented at the recent shoe show in Boston dis- 
closed price rises of about five per cent in their spring shoe styles. 

And it is noted here that there was little resistance to these price 
advances—although some of the large buyers were reluctant to make 
commitments until the advances had been firmed up. 

Government men note that it was the consensus of both buyers and 
sellers in Boston that the price problem would not be finally determined 
until the National Shoe Show in Chicago in late October. 

(The head of the largest shoe manufacturing concern stated publicly 
earlier this year that prices would “have to rise” this autumn. The 
National Shoe Show is the first opportunity for making such increases 
effective. The Boston show was merely a regional show. The Chicago 
show affords an opportunity for shoe producers all over the country to 
show their lines and to advance prices. It looks as if, if there is a general 
advance, it will not be strongly resisted.) 


There’s nothing wrong with the economy that can’t wait until next spring 
for adjustment, a congressional committee staff says. 

No sense in getting pessimistic without reason, according to a new 
report of the Senate-House Economic Committee staff. But if things 
haven’t picked up by spring, the Congress then will urge the Eisenhower 
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Administration to relax its tight-money policies, the report says. 

“If sectors of declining demand begin to outweigh those of increasing 
demand, and prices start to decline, then, in accordance with the com- 
mittee’s oft-reiterated principles, the first change in public policy should 
be a move in the monetary area from restraint to ease,” the report states. 

The slump in the stock market and the slight declines in factory 
output in some industries are not sufficient reasons for hitting the panic 
button, the staff reasons. It is pointed out that stock prices have not 
proved in the past to be very good indicators of business conditions. 


Public Hearings on Taxes Shoe retailers in two more cities—Chicago and Minneapolis—will soon 
have a chance to tell a “touring company” of United States senators 
what they think of federal taxes. 

Retailers in Chicago and suburbs should attend the public hearing 
scheduled for 10 a.m. on November 12. The hearing will be held in 
Room 209, U. S. Courthouse, 219 South Clark St. 

Retailers in Minneapolis and suburbs should go at 10 a.m. on 
November 13, to Room 307, U. S. Courthouse, Third and Marquette Sts. 

The hearings are being conducted by a subcommittee of the Senate 
Small Business Committee. The purpose is to find out how small firms 
make out under the present tax rates affecting corporation income. Many 
senators believe that smaller firms should get a tax “break” on the first 
$25,000 of net income. If the hearings in Chicago, Minneapolis, and 
other cities show that there is widespread demand for this, the chances 
are that some kind of tax relief along these lines will be voted in 1958. 

Senator John Sparkman, D., Ala., is chairman of the subcommittee. 
Other members are: Senators Russell B. Long, D., La.; George A. 
Smathers, D., Fla.; Wayne Morse, D., Ore.; Alan Bible, D., Nev.; Wil- 
liam Proxmire, D., Wis.; Leverett Saltonstall, R., Mass.; Andrew F. 
Schoeppel, R., Kan.; Barry Goldwater, R., Ariz. (himself a retailer in 
Phoenix); Thomas H. Kuchel, R., Calif., and Jacob K. Javits, R., N. Y. 


Freight Rate Hikes You may experience another increase in freight rates this year. If so, 
it will be the second hike in 1957 and the third in about a year. 

Executives of major Eastern and Western railroads are meeting now 
to discuss possible requests for a fresh increase, less than two months 
after receiving their latest hikes averaging seven per cent. 

Industry observers expect to see the railroads soon ask the Interstate 
Commerce Commission for permission to raise rates another three per 
cent. In granting the last increase, the ICC said it realized it may not 
be enough to cover cost increases—an outright invitation for new 
requests from the railroads if they could be justified. 

Be prepared to pay even higher rates about the first of next year. 
Figure they'll go up about two per cent, and that this increase will 
eventually spread to trucks and other forms of transportation. Keep 
watching your ordering policies, and avoid freight charges whenever 
possible. 


Cleaner Unions The government’s demand for cleaner unions has risen sharply in the 
[TURN TO PAGE 60, PLEASE] 














NOW! A NEW | LINE OF 


SUMMER CASUALS! 


You asked for them. Here they are... Wellco’s 
deluxe new line of slim summer casuals — built on 
our famous Foamtread sole! Your customers, who 
already know the heavenly comfort of Slimline 
Foamtreads, will love these delightful new sum- 
mer casuals. Lighter than ever...more comfortable 
than ever...smarter than ever...to bring you 
bigger sales than ever! 


WELLCO SHOE CORP) 


WAYNESVILLE, 
In Canada, Foamtread casuals are made exclusively ae Rasta Rubber Co., Kitchener, Ont. 


T. M. REG. © WSC 1957 UV. S. AND FOREIGN PATS, AND OTHER PATS. PEND 
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ARE MOVING OUT FAST AT RETAIL-- 


IN-STOCK REORDERS UP 


49. 9g JA THIS PAST FALL SEASON 


Season after season Charm and Bandoleer have recorded gains on top 


of gains as they moved into new accounts across the country. 


Now, we have the figures to indicate what the shoes are doing at retail. 
This past fall season customers who are now carrying Charm and 
Bandoleer increased their stock fill-in orders by 49.9%. This does not 
include sales to new accounts. The orders represent replacements of 
pairs sold to consumers. In order to produce this total figure for us, 


our customers averaged these increases in moving these shoes off their 
shelves to consumers. 


We are not talking to you about something that might sell. Charm and 
Bandoleer are selling at this increased rate to consumers now. 


If you want good mark-up, with no mark-downs, be sure to buy Charm 
and Bandoleer, the softest, fittingest, repeatingest 13/8 heel walking 
shoes in the country. 


CHARM BANDOLEER 
fully -elasticized perfect -fitting 
Retails profitably at $10.95 Retails profitably at $11.95 


See your Queen Quality representative, or write: Queen 
Quality Division of International Shoe Co., St. Louis, Mo. 


Boot and Shoe Recorder 





“The shoe retailer who thinks he can 
rely on the surroundings of his own 
store for the growth he needs and the 
experience he must have to improve 
his business, will have a difficult time 
to survive,” says LESLIE SCHEY of 
the Hansel and Gretel Shoe Store in 
Birmingham, Michigan. He feels there 
is a definite need for the exchange of 
ideas in store management, direct sale 


TO SELL MORE 
SHOES IN THE 
B 


tactics and the numerous other perti- 
nent subjects for the profitable opera- 
tion of a retail store in today’s com- 
petitive market. In his own case, he 
came north and enrolled in a two-day 
shoe fitting workshop course given by 
Temple University in Philadelphia. 
He says: “I really came to learn more 
about fitting shoes but I learned other 
things as well. 

“That was in 1956. This year I came 
north again to take the same course. 
Why? The information I gathered the 
first time was so useful, the general 
topics discussed on all angles of re- 
tailing shoes were so enlightening that 
I realized there was more, much more, 
to running a successful and expanding 
shoe business and there were bound 
to be still more practical thoughts to 
bring home. 

“In addition to the general discussion, 
the important contribution to me was 
the exchange of views with other shoe 
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merchants who were there from va- 
rious parts of the country. Almost 
every one has some thought that needs 
clearing up, which pertains to a phase 
of his business. Here, all shoe retail- 
ers have a common goal. . . 


more shoes in the best way possible.” 
* * * 


EDGAR S. BLAND, director in charge 
of the general line sales divisions, In- 
ternational Shoe Company, St. Louis, 
Missouri, says: “Shoes have value 
only if they can be readily sold to 
customers at an acceptable profit to 
the retailer. Manufacturers should 
keep abreast of trends in clothing and 
accessories so that the shoe market 
may be exploited to the fullest by the 
retailer. Such innovations as new, 
modified lasts, Ivy League and the 
Italian influence are required by a 
retailer to secure the volume needed 
to operate successfully.” 


. to sell 


PACKAGING TODAY is advertising. 
More and more it is being recognized 
by inclusion in the advertising and 
sales budgets of manufacturers who 
once considered packaging costs 
exclusively a part of production. 
PRINTERS’ INK recently indicated 
that a steadily increasing number of ad- 
vertisements feature the package rather 
than the product it contains. 


BOOT ann SHOE 
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The package has become the nation’s 
number one salesman, thanks to self- 
service marketing of fast-moving con- 
sumer goods. It sells itself and, through 
color and bright copy, it induces im- 
pulse buying. Sales managers are 
learning rapidly how the package can 
stretch the advertising dollar. It can 
do many things to enhance the sales 
effort. It can create new sales themes, 
offer new roads for sales promotion, 
broaden sales outlets, follow through at 
point of purchase. 


“There’s no question about it! The 
shoe industry couldn’t have chosen a 
better time in which to launch the new 
designs in the shape of toes and sil- 
houettes. Everyone who wears shoes 
is in the mood for a change and men, 
women and children have shown an 
interest in the new designs.” That’s 
the opinion of CARL COBIN who 
operates his own shoe store in Wil- 
mington, Delaware. He continues: 

“The new styles are definitely con- 
versation pieces. One hears shoes 
talked about more than ever before, 
wherever groups of people get to- 
gether and _ the 
around to fashion and style. Of course, 
some of the new shoes show such dras- 


conversation gets 


tic design change, they are more 
talked about than purchased. But in 
the long run, this is good business too. 
“I think the exciting new shoes we 
now have will carry business forward 
into a good year. The designs and 
materials are varied enough to keep 
interest from flagging. Women and 
children are especially anxious to 


wear the new shoes.” 





“In a small city or town, the merchant 
must go along with the desires and 
habits of his customers.” That’s the 
sage advice of HYMAN ROSEN. 
THAL of the Putnam Family Shoe 
Store, Putnam, Conn., based on a 
quarter-century of experience. He 
says: “I’ve been running this family 
shoe store for 25 years and | have 
learned this important lesson: In a 
small city, the retailer must go along 
with the wishes and preferences of 
the people. Don’t try to tell them what 
they should wear because they have 
definite likes and dislikes. They know 
what they want and they are not easily 
switched. 

“This is especially true of style shoes. 
People in small cities and towns don’t 
accept high styling as quickly nor to 
the same extent as people in larger 
cities. They have become accustomed 
to conservative styles and that’s what 
they go into a store to buy. Of course, 
it is alright to show higher styled 
shoes but I never try to make these 
people accept them. I show them all 
the styles and let them decide. 

“By letting people make their own 
decisions, without pressuring them 


into higher styling, they are happy 


with their purchases. In my 25 years’ 


experience here I have learned that is 
the important way to get along in a 
small place.” 


“If the small businessman is to sur- 
vive in our world of discount stores 
and over-the-counter selling, he must 
retain his identity—not only by ad- 
vertising but by ‘selling’ his store 
policies and services as well.” That 
was the keynote of the talk by NAT 
KATZ of Postur-Line Shoe Store in 
Cedarhurst, Long Island, at the 
N.S.M.A. Merchandising Clinic. 
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Profile.... 


ACK SCHAEFER has been seesawing between manufacturing and 
retailing for his entire shoe life—44 years to be exact. The only devia- 
tion in this continuity was the two years, 1925 through 1927, when he 

went into the window display business. At that, he didn’t go far afield, since 
his displays were for women’s shoe stores. Now, in 1957, he is in the 
middle . . . devoting his time equally to his three retail shops and his 
factory. There has been a consistency in the pattern of Jack Schaefer’s shoe 
life. It has always been women’s shoes that have interested him . . . from 
designing and cutting the first pattern, through to the ultimate point of 
sale. He has witnessed and taken part in many of the important style 
changes that have occurred during the past two score and four years. 

He was born in New York City in 1901 and spent his first dozen years 
there. In 1913, the family moved to Cincinnati. Then and there was the 
start of Jack Schaefer’s shoe career . . . at the Greater Shoe Store, one of the 
Dan Cohen retail chain. His first factory job came six months later, with 
the Krone-Fetchheimer Shoe Company. He stayed for four years, then came 
back to New York and retailing . . . with J. Glassberg, retailers of theatrical 
shoes on 42nd Street. Here he began to develop his flair for shoes that 
were exciting and colorful. He continued his schooling at night and gradu- 
ated from high school in 1920. 

After five years with Glassberg, Jack went to Barney’s Theatrical Foot- 
wear, manufacturers of dancing and ballet slippers, where he was in charge 
of the factory. He worked directly with the accounts . . . selecting the 
proper shoes; even helped design some of the shoes for specific theatricals. 
He met the stars—the actresses, singers and dancers of the period. One 
memorable event stands out! Jack had designed a gorgeous pair of shoes 
for one of the vocalists, for her opening at Bill Miller’s Riviera. There was 
spontaneous applause when the singer came onstage and sang her first song. 
She learned afterwards that the applause was as much for the shoes she 
was wearing as for her and the songs. 

In 1922, manufacturing again reared its head. This time, Jack opened 
a shoe factory in Brooklyn. It was a good sized factory, with a daily output 
of 650 pairs . . . women’s turns, mostly, and the new McKay stitch process. 
Jack was young but he had two partners who were older and he relied on 
them for guidance and leadership. That was where he made his mistake 
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The frequency with which innovations in golf shoe design and 
construction appear makes this style a particularly worthwhile pat- 


tern portrait selection. Beneath the attractive exterior is a unique 
double construction. A seamless lining completely encases the foot 
in a sock of soft glovey leather. The upper is a special glove tanned 
veal in a rich maple shade. The three-eyelet closing is unusual in a 
golf shoe toe. It and the soft folded collar give this shoe a trim 
appearance at the topline and make for excellent fit. 


For further information write Boot AND SHOE ReEcorpeER. 











Story In 


een ane nd JHE 1958 shoe style year starts off with tremen- 


: dous zest. Color is the biggest news. Of course, 

in multicolor sandal. : 

Med einbidle there will be black and navy, neutrals and some 
off-beat colors. But the news—the promotion possi- 
bilities—lie in the brighter, lighter colors: the vivid 
flower blue and the lighter, but definite blues—the 
reds, rosy and hot pinks and the clear lighter pinks— 
yellow and coral tones—and, very newly important, 
the many greens from light, grayed shades to deeper, 
definite greens, many of which blend beautifully with 
the green foliage in floral prints in clothes. 

Plenty of color in shoes will come from the many 
printed fabrics. Florals and stripes lead in designs, 
repeating and combining the new leather colors. Very 
rich and colorful are the flower patterns that com- 
pletely cover, leaving no background. Smaller scat- 
tered flowers are especially smart on black or white 
grounds. Stripes have an Oriental look. 

And right here let’s talk about white shoes. This 
is going to be an even bigger and better year for white 
than 1957, they are saying. White will trim black 
patent leather, navy blue, bright blues, reds, tans and 
beiges, gray and even the off-whites, slightly grayed 
in tone. White accents give a fresh summery to the 
pinks, the lighter blues, yellows, corals and greens. 


One-eyelet tie, black patent 
leather and silk, lowered 
19/8 heel. Andrew Geller. 


New high style 12%/8 
shapely Louis, on soft toe 
navy pump, trimmed in 
white. Lipare. 


New tapered open toe “Bam- 
bino” construction, wrapped 
over insole, in French print 
on linen, heel and sole edg- 
ing in suede. Herbert Levine. 
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Trends 1958 


Style points to look for in the New Shoes: 
more open silhouettes—more lowered heels 





—much patent leather, prints, strawcloth 
—two-tones, multicolors—color, color and 
more color in everything. 













And, then for deep summer, all-over white—often Closed tapered toe T-strap 
lightly grained—and white with contrasting trim in with very open quarter, low- 
one or more colors, will be the most important shoe. ered 18/8 heel. The new 
Off-white or pale beige—call it string, bone, or what collection of Nick Parker. 
you will—is new and has a high style look. 

Next to color, we find, the news is in silhouettes and 
heels. There were not enough open shoes last summer, 
we are told. Closed pumps—even when the toes were 
still a very modified tapered—looked so smart, so 
elegant, that no manufacturer or retailer could resist 
them. Following a great increase in tapered toes this 
fall, there will be even more for spring and summer 
1958. How to continue the tapered toe in volume and 
also add a good proportion of open shoes has been 
[TURN TO PAGE 71, PLEASE] 





























by ELEANOR M. RUTTY 






Raffia sandal with leather 
strips and low, shaped gen- 
uine cork wedge heel. Im- 
ported Italian Romanza 
from Golo. 







Tapered toe pump in black 
and white strawcloth, 16/8 
scooped wedge. Fortunet. 





New 18/8 lowered heel on 
town spectator, black patent 
with white overlay with 
spectator detailing. Caressa. 
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What You Should Know 
_.. About LEATHERS 


The study of leather and other materials that go into the manufacture of a pair of 


shoes is one of the prime factors in helping the retail salesperson to understand the com- 


plicated product that he is selling. A better understanding of these materials will create 


more respect for a pair of shoes and thereby make the salesman’s job an easier one. 


After all, the consumer can only see the material of which the shoe is made. That may 


be the only evidence of its value. The customer knows nothing about the construction, 


lasts, or fitting qualities of the footwear. Therefore, a complete study of the basic mate- 


rials that are used in making a shoe is a “must” for the well informed salesperson. This and 


subsequent articles will tell the story of leathers from hide and skin to finished product. 


Other shoe materials will be covered in later articles in this series. 


goes back to Biblical times when in Genesis, iii, 

21, we read “Unto Adam and also unto his wife 
did the Lord God make coats of skins and clothe 
them.” Much time has passed since then and we see 
that leather has developed as a necessity today. The 
Tanners’ Council Research Laboratory at the Uni- 
versity of Cincinnati may be credited for a good deal 
of the research and findings on leather tanning and 


1 is interesting to note that the use of leather 


finishing. 

We might define leather as the skin or hide of an 
animal, or any portion of such skin, when tanned, 
tawed or otherwise dressed for use. (Funk & Wagnalls 
Dictionary.) The purpose of tanning is to arrest decay 
and bacterial decomposition after a pelt is removed 
from an animal. It is used to maintain all the virtues 
and characteristics of the hide or skin as it was when 
on the animal and to make a soft, pliable product. 

Some of the characteristics that make leather so 
desirable are: 

A. Flexible or supple, which causes it to stretch and 
then resume its original shape. 

B. Firm and serviceable. Leather is very strong and 
durable. 

C. Porous. The natural intertwining of its fibres 
allows the free passage of air through the leather and 
permits it to “breathe.” This allows the perspiration 
of the foot to evaporate freely from a shoe and results 
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in comfort. 

D. Light and thin. Acts as an insulator because of 
the interlacing of its fibres. 

E. Colorful. The texture of its surface results in a 
richness of color. 

F. Pleasing to the touch. 

G. Individuality. No two skins are alike. 

H. Takes attractive finishes. 

I. Beauty. 

J. Comparatively inexpensive. 

Since the United States is a beef-eating country and 
uses many dairy products, we maintain a huge live- 
stock industry which produces cattle hides and calf- 
skins. However, we also require many different hides 
and skins that are not raised in our country. We, 
therefore, import many goat and kidskins, sheep, 
ostrich and kangaroo skins, pig, deer and buckskins, 
horse and colt hides. Although we produce the bulk 
of our cattle hides and calfskins in this country, we also 
import many from the countries of Northern Europe. 
These animals are milk fed to produce a fine quality 
of veal. Consequently, their pelts are also superior to 
ours, which are fed on grain and grass. 

In order to prevent decay from setting in after the 
pelts are removed from the animals, they must be 
preserved or “cured.” This is done because of the 
lapse of time involved between removing the hide or 
skin and tanning it. 
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From the four corners of the earth come the raw skins and hides to 
be tanned into leathers for the shoes you fit and sell your customers. 


When the pelt is removed it is said to be “green.” 
The most widely used curing method employed in the 
United States is called “green salted.” The newly re- 
moved hides and skins are washed thoroughly and 
piled in bundles with layers of fresh salt between them. 
After ten to forty-five days they are shipped to the 
tanner in a soft, moist condition. Had these pelts been 
dried, they would have then been “dry salted,” which 
results in stiff pelts. Another method of curing is 
known as “pickling,” where the skins are placed in 
casks of brine and shipped to the tanner. This is done 
with small skins only,.such as sheep, lamb and goat- 
skins, The most primitive method of curing is “flint 
drying” where the pelts are left in a cool place to dry. 
They lose much of their moisture, making them rela- 
tively light in weight and easy to handle. They are 
subject to easier deterioration. These are a nuisance 
at the tannery as they must be restored to their origi- 
nal condition before they can be tanned. 

When classifying the pelts of animals, their weights 
are of prime importance in the green salted state. 
Therefore, the weight of a flint dried hide or skin, 
which is much lighter than that of a green salted pelt. 
must be transposed into what it would have weighed 
if it had been green salted. 

When hides and skins are in the raw state they are 
sold by the pound. After they are tanned and fin- 
ished they are sold by the square foot. But hides 
tanned for sole leather are measured by the pound. 
Sole leather thickness is measured in “irons.” each 
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by SEYMOUR HELFANT, 


B.S. BS, i. 1. B. 


Sales, Marketing and Personnel Training Consultant, 
Manager Smaller Stores Division, N. R. D. G. A. 


iron being 1/48 of an inch thick. A 12-iron sole would 
then be 14 of an inch thick. 

Skins are the pelts of small animals such as goats, 
calves, sheep, pig and reptiles, which weigh less than 
15 pounds in the green salted state. 

Kipskins or kips are undersized cattle and weigh 
from 15 to 25 pounds in the green salted state. 

Hides weigh over 25 pounds green salted. They are 
from large animals such as the cow, buffalo, steer, etc. 

Steerhides, which are used exclusively for sole 
leather, are male calves that have been castrated at an 
early age. This procedure develops a fine hide which 
becomes uniform in thickness and structure, and the 
fibres that make up the leather become dense and 
very tight, which makes for excellent sole leather. 

Sideleather or sides are half of a whole hide, cut 
along the midline of the backbone, with head, belly and 
shoulder attached. This makes the hide easier to 
handle. 

Slunks are the skins of unborn or prematurely born 
calves and are very desirable. They are equivalent to 
broadtail lamb in the fur industry, which is more ex- 


pensive than the regular persian or caracul. 

Packer hides are removed in the large packing 
houses. These bring comparatively higher prices since 
they are removed from the animal by experts, using 
greater care in their removal, thereby causing fewer 
defects in the hide. 

[TURN TO PAGE 64, PLEASE] 
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December Weather 


December will be relatively cold and wet in the Northeast and Far 


West. The Central States will be generally milder and drier than normal. 


ECEMBER’S weather 


indicates relatively cold and 


pattern 


wet conditions for most sec- 
tions of the Northeast and Far West. 
Snowfall should be heavier than usual 
in the Sierra Mountains, Upstate New 
York and along the eastern shores of 
the Great Lakes. The Central States, 
from the Dakotas to Texas, will be 
generally milder and drier than nor- 
mal. The following is a more detailed 
forecast by region: 


Area I: Northeast 

Most sections of Pennsylvania and 
New York are expected to average 
wetter and colder than usual. Farther 
north, in Upper New England and the 
Maritime Provinces of Canada, con- 
ditions will be slightly milder and 
drier than normal. Snowfall should 
be relatively heavy, especially along 
the eastern shores of Lakes Erie and 


Ontario. 


* 
Area II: Great Lakes 
Eastern portions of the Great Lakes- 
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Midwest region will be wetter and 
colder than usual while most parts of 
Wisconsin and Illinois should aver- 
age somewhat milder and drier than 
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normal, Last year, conditions were 
quite mild throughout this region. 
Some stations in West Virginia and 
Ohio were as much as nine degrees 
above normal. 


Area III: Southeast 


A repetition of last year’s record- 
breaking warm weather is hardly 
probable this December. States along 
the Atlantic Coast will average two to 
four degrees below normal while 
Tennessee and Mississippi will have 
near normal temperatures. Below nor- 
mal rainfall is forecast along the Gulf 
Coast. Northern portions of Ten- 
nessee and North Carolina will be 
wet. 


Area IV: North Central 


Practically all sections of the North 
Central States are expected to average 
drier and slightly milder than normal. 
Although this general outlook indi- 
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Front street entrance. Building is gray stucco. Rail- 
ing, window trim and handsome entrance doors are of 
Bermuda cedar. Architecture is Spanish in Bermuda 
tradition. Former alleyway between two buildings is 
now an arcade leading through to Reid St. entrance. 


A. & E. SMITH, Bermuda department store 

known to all visitors to the islands, has re- 

@ modeled and enlarged. Two buildings on Front 

Street, formerly occupied by the Furness Bermuda line, 

were acquired and completely done over. A narrow 

alleyway between the two buildings was covered over to 

make a beautiful brick-paved arcade running through the 

center of the store from Front Street to Reid Street. The 

store now has three entrances, including one on Queen 
Street. 

By using the old buildings instead of tearing them 
down and starting fresh, original and attractive results 
were obtained. The remodeled store is also easily and 
naturally broken up into departments. 

Smith’s, which was established in 1889, is one of the 
landmarks of Bermuda. Tourists know it for English 
woolens, English shoes and French perfumes. Among the 
shoe lines carried are. for women, American Girl, Enna 
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Fitting chairs are black with rose plastic upholstery. 
Display fixtures are cedar. Note slanted mirror in base 
of fixture at right. Draperies are a rusty rose. Modern 
lighting is used throughout the store. 


Old Bermuda Landmark 









Remodels 


H. A. & E. Smith department store, 
which has customers around the world, 
takes over buildings on Front street 
in an expansion and modernization 


program. Shoe departments included. 





Shoe display at stairway which leads to arcade. Car- 
peting is gray. Display fixture is cedar. 


Men’s department. Walls were white when photo was 
taken but will be papered in a design showing scenes 
from the Montmartre section of Paris. 


Coordinated 


Promotions. 


The Key to Extra 


OORDINATION with seasonal apparel is a key to extra sales 
for shoes. For the department store it means cooperation with 
display, advertising, and merchandising departments, as well 
as apparel and accessories. But it is equally possible for any inde- 
pendent shoe retailer to join forces with a neighboring specialty shop. 
Coordinated programs are now a growing trend in shopping centers. 
Shoe retailers participate in fashion presentations with specialty and 


peut ee 





children’s shops. 
The foundation of any coordinated promotion is long-range plan- 


Top: Escalator signs and informal 
modeling called attention to the pro- 
motion at L. H. Field Company, 
Jackson, Mich. 


Left: Sportswear and cottons were 
combined with fabric casuals in a 
style show at L. H. Field Company. 


Below: Window coordination in the 
successful midwinter promotion at 
L. H. Field Company. 


Right: Midwinter shoe window at L. 
H. Field Company. 


Lower left: H. P. Wasson & Company 
held a successful coordinated casual 
and dress promotion in spite of cold 
weather and snow. 
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Miss Julia Herron, fashion coordinator, ap- 
peared on “Listen Ladies” radio program over 
local station in Jackson, Mich., in connection 


with casual promotion. 


Sales... 


ning. Shoe departments and _ shoe 
stores all over the country are prov- 
ing it in successful events which 
feature windows, 
fashion radio 
programs. These well-planned events 
often defeat weather, so-called slow 


periods, and other deterrents to busi- 


interior displays, 


shows, and _ television 


ness. 

Fabric casuals, for instance, are 
generally considered a spring or sum- 
mer item. However, coordination and 
long range planning frequently bring 
substantial sales out of the normal 
selling season. The fact that so many 
persons now take winter vacations is 
one boost for early promotions. It 
should also be a spur for early pur- 
A well-pub- 


licized promotion is one way to get 


chases of such shoes. 





Any shoe retailer can join forces with neighboring spe- 
cialty shops for planned window displays, fashion 
shows, radio and TV programs and many other events. 


such shoes out and 


H. P. Wasson and Company in 
Indianapolis, Ind., sold more than 10 


selling early. 


dozen pairs of casuals and nearly three 
dozen pieces of apparel in a Valen- 
tine’s Day promotion last February. 


by BERNICE DECKER 


This happened despite the fact that 
the day was cold, with snow flurries. 
The event was planned far in advance 
by the shoe buyer, Robert Stroud, and 
the resource salesman. A coordinated 
[TURN TO PAGE 64, PLEASE] 





PROGRESS IS HAPPENING HERE... during a lunchtime conversation. Both are 


leather men—a generation apart in age and experience, but close together in the desire to produce better 


leather. At times like this the youngster picks up valuable bits of information that help to make him 


a better craftsman. The old-timer profits, too. For a teacher can, and often does, learn much from his 


student. The net result is progress) AND IT HAPPENS EVERY DAY AT ARMOUR LEATHER. 


ARMOUR LEATHER COMPANY 


426 W. Randolph Street e Chicago 6, Illinois 
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Three Shoe Departments 
In a One-Floor Store .. . 


Bergner’s, Sheridan Village, the largest one-floor department store in IlIli- 


nots, has ultra-modern departments for women, children, men and boys. 


Children’s shoe department at Bergner’s Sheridan Village suburban department store. 


ERGNER’S DEPARTMENT STORE, Peoria, IIl., 

has opened a suburban branch in Sheridan Vil- 

lage, a planned shopping center five miles from 
downtown. The new store is ultra-modern and _in- 
cludes three shoe departments—one each for women, 
children and men and boys. 

The shopping center is shaped like the letter L and 
the new Bergner store is located at the outside angle 
of the L. The inside angle forms a large paved court 
where 1500 cars can be parked. Another 280 cars can 
be parked in another lot which is immediately adjacent 
to the Bergner building. 

The store is the largest one-floor suburban depart- 
ment store in Illinois, having a floor space of 64,000 
square feet, most of which is selling space. It has the 
largest plastered suspension ceiling of any public 
building in the country. 
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The store has three entrances. The main entrance is 
from the court in the arc-shaped front of the building. 
It has an air curtain, the third in the United States, 
the first being in the Bergner downtown store. 

The second entrance is at the rear, facing Ridge- 
mont Road. The third is from the new parking lot 
at the west of the building. 

The uniqueness of the store is heightened by its lay- 
out. A wide aisle extends at an angle from the front 
entrance to the Ridgemont Road entrance. Some of 
the other aisles are parallel with the main aisle while 
others cross the angled aisles. This layout has much 
to do with the layout of the various departments. 

The women’s shoe department is at the right when 
entering from the Ridgemont Road entrance and is of 
unusual shape. The stockroom at the rear follows the 
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TAKE 
A LOAD 
OFF YOUR FEET 


New Tingley Hi-Top Work Rubbers give the 
same protection as 2-buckle artics but are 
much lighter and far more comfortable. 


All rubber, molded in one piece—no fabric 
lining to snag or collect dirt, Tingleys fit 
all heavy work shoes. Stretch on easily; 
won't pull off accidentally. Can be turned 
inside out for easy wiping or washing under 
faucet. Tough, long-wearing; just the thing 
for Dad's young helper, too. 


For sale most anywhere work shoes are 
sold. Black-natural rubber $3.59; Black- 
neoprene $5.50. 


Even little tots need no help 
with Tingley Closure Boots 


All-rubber (not plastic) . . . s-t-r-e-t-c-h 
on easily . . . button snugly around the 
ankles .. . can’t pull off. No lost buttons, 
straps or loops—they’re integral parts of 
the boots. No size problem... “grow” 
with growing feet. Red, brown or black 
. .. fit little shoes from size 5 through 
older children’s size 6. $2.49 to $3.49. 


RUBBER CORPORATION 
LD LE ER NELLIE 


Rahway 1, New Jersey * Established 1896 
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2 million 
farm families 


WILL READ THE TINGLEY STORY 
ON 


HI-TOP WORK RUBBERS 


AND CHILDREN’S RUBBERS & CLOSURE BOOTS 


THIS IS 

OUR 

CURRENT 
ADVERTISEMENT 


It will pay you to display TINGLEY WATERPROOF FOOTWEAR, because 
... you can give a better fit to more customers with—'s the inventory 
(34 sizes replace 130 sizes in lined rubbers). And, you get quick fill-ins 
from distributors’ stocks. 


REMEMBER! This is year-round merchandise . . . farmers and their 
children need waterproof footwear whenever fields and barn-lots are 
muddy. 


TINGLEY RUBBER CORPORATION 
903 ROSS STREET © RAHWAY, N. J. 


IF YOU ARE NOT ALREADY CARRYING TINGLEY RUBBERS AND BOOTS, WHY NOT SEND FOR 
A TRIAL ORDER TODAY! SEE FOR YOURSELF WHY TINGLEY IS PREFERRED BY MILLIONS! 
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Chicago Sales Hit Pace 
As Men’s Sales Rise 


CHICAGO retail shoe business has set- 
tled into its normal fall selling pattern. 
The healthy pace started last month 
has continued to accelerate. Women’s 
style shoes have shown a varied pat- 
tern of preference, with pumps leading. 
Children’s shoes continue the most ac- 
tive end of the business. Men’s shoes 
have rallied from summer and early 
fall sluggishness. 

More women’s suede shoes are selling 
now, but the ration of calf remains 
high. Calf is selling even in dressy 
pumps, both plain and with elaborate 
decoration. Suede has climbed out of 
its black monopoly into navy and gray. 
Some of the most effective and popular 
in salons are the black and gray com- 
binations. Suedes with satin bows are 
also in demand in the dress picture. 
Pumps continue the leading pattern, by 
far. However, the “oxford look,” the 
two and three eyelet dainty tie is com- 
ing up fast. These have the advantage 
of serving both as suit shoes and for 
most dressy occasions. Several retailers 
point out that these could well be 
spring leaders. A break in the pump 
peak is bound to come and this might 
well be it. 

Tapered toes are so well accepted 
that, except for a few conservative 
quarters, the old style toes aren’t mov- 
ing. Slim heels are fashion interest. 
But, women seem to prefer a substan- 
tial heel with pointed toe. Mid-heels 
continue to make news, especially in 
high fashion shoes. These have a firm 
grip in most segments of the market. 
They are a bright spot because they 
usually mean extra pair sales. Just as 
many high heels are still sold. These 
are still short in supply for retailers, 
due to slow deliveries. 

Textured leathers show a lot of life, 
as do reptiles and alligators. It is ob- 
vious that black leads. However, there 
has been a surge of both navy blue and 
gray in suede. Brown and tan show 
more strength than expected. Red, in 
the warm tones, is a good high fashion 
seller. 


St. Louis Sales 
Dull But Steady 


OcTOBER did not prove to be an ex- 
citing month for retail shoe selling in 
St. Louis. Merchants were quick to add, 
however, that their sales figures for 
the month will equal or better those of 


last year. Main disappointment came 
in the category of women’s dress pairs, 
which did not move in the volume an- 
ticipated. 

Children’s shoes have leveled off to a 
steady replacement-pair status. With 
the advent of first fall rains in the city 
after six dry-as-a-bone weeks, black 
arctics, red rubber boots and plastic 
rain boots began to get calls. Gray- 
buck penny loafers grew in popularity 
as a school-or-dress pattern and color 
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Review 7” Retail Trade 


for the 10 to 12 year old girl. Some 
strictly party shoes, principally black 
nylon velvet pumps with restrained or- 
namentation, were sold in the suburbs. 

Teen aged girls continue to put all 
their eggs in one basket—smooth black 
skimmers. Traditional heavy weight 
saddle oxfords are getting more and 
more calls over the bubble saddles as 
colder weather approaches. 

Men’s shoes had best response in the 
low to middle price ranges. Dealers in 
this bracket report excellent volume 
for both September and the first half 
of October. Black is outselling the 
brown shades, and the moccasin front 
continues to have the edge on other tip 
treatments. 

Although men are favoring the 
lighter construction footwear for busi- 
ness wear, there is a segment of teen 
aged boys, roughly in the 15 to 19 years 
old group, which still demands heavy, 
heavy Scotch brogue oxfords. This 
group resists the lightweight pairs ex- 
cept in very dressy patterns. 

In women’s shoes, sales of casuals 
held their own in October, but heeled 
types, especially very high heeled 
pumps, went begging. All St. Louis 
department stores ran gigantic store- 
wide anniversary and special sales, dur- 
ing which shoes were advertised at 15 
and 20 per cent off. Shoe departments 
were crowded during the sale days, and 
volume was heavy. Women were buy- 
ing, not just looking. 


However, best selling types were 














The prediction at B. Altman, New York, 
is for flats, with high fronts. Sandler 
of Boston casuals (5 cols.). 
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women’s heavy-heeled walking types, 
mature: women’s arch shoes, and me- 
dium priced casuals. Merchants report 
disappointment at the slow pace of 
heeled fashion pairs. These week to 
week variations, however, one depart- 
ment spokesman said, should not be 
considered a complete sales guide, since 
weather and many other factors cause 
the variations. Mid-heeled pumps are 
outselling the very high ones, even in 
better salon shoes. Finely grained 
brown calf pumps with tailored orna- 
mentation have joined black calf and 
black suede in the best selling circle. 

Suburban stores in October concurred 
that business was not as brisk as they 
hoped for. Several very bad days were 
chalked up in the county, apparently 
without any reason merchants could 
put a finger on. Downtown traffic out- 
distanced suburban selling, due to the 
anniversary sales there. 

To brighten the suburban side, Meade 
M. McCain, president of Swope Shoe 
Company, reported that adding chil- 
dren’s shoes to the women’s lines in 
Swope’s suburban Clayton store has 
proved to be a real forward step. Be- 
sides doing a sizeable volume in the 
children’s footwear field, the store has 
discovered that many mothers who ac- 
company the youngsters see, try on, 
and buy. The result has been that the 
children’s department has not only done 
well in its own right, but has also 
helped up the totals for the women’s 
department rewardingly. 

A teen aged fad may be getting 
under way here; at least it has a start. 
Teen aged girls are buying white satin 
skimmers, exact counterparts of their 
beloved low cut black smooth ones. The 
white satin pairs, for teen formal func- 
tions, are decorated across the vamp 
with rows of metallic and rhinestone 
sparkles. They are moving well in the 
low-middle price bracket. 


* ey 


Satellite, Rain Boost 


Los Angeles Shoe Sales 
Los ANGELES retail sales have im- 
proved considerably in the last two 
weeks and merchants interviewed are 
much happier than they were. Among 
the public, a feeling of confidence seems 
to be returning and buying is up. Per- 
haps the Russian earth satellite may 
have made them feel that defense plant 
employment is here for a long time to 
come. Some shoe merchants actually 
credit the Russians with an assist for 
improved business. 
Briskest selling item the past week 
has been plastic rain boots and over- 
[TURN TO FOLLOWING PAGE, PLEASE] 
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shoes. Our first rain normally comes 
about the end of November, but a heavy 
downpour lasting for several days oc- 
curred in the middle of October, a 
month and a half early, and sales 
boomed as a result. Unfortunately, 
many merchants were caught with their 
stocks down and were unable to take 
full advantage of the sales opportunity. 

The end of hot summer weather and 
the first storm also turned the ladies’ 
attention to dark fall and winter fash- 
ions. A spurt in sales of patent, suede 
and smooth calf pumps followed. Num- 
ber one styling is the closed, tapered, 
dressmaker pump. There is some orna- 
mentation on the hottest sellers, but 
of a very subtle kind. Self-bows, small 
vamp ornaments with a little shine to 
them, occasionally a bright metal 
buckle. But always, it is small and 
neat and far from obtrusive. 

A strange facet of some retailing 
done out here is that fall “clearance 
sales” have already started in some 
establishments. The first clearances 
were advertised as early as mid-Octo- 
ber. Some thoughtful retailers say they 
can’t understand a clean-up sale of 
current fashions just as a season is 
beginning. It almost appears as if 
some retailers are afraid of making a 
full mark-up. 

Work shoe departments report a 
strong up-turn in sales. Selling appears 
to be better with them than it has been 
all summer long. The demand is all for 
light and flexible constructions, how- 
ever, with some type of soft insole and 
light-weight soles. Excluding special- 
ized shoes made to safety specifications 
for certain trades, workingmen are 
wearing lighter shoes than ever before 
in the history of the business. 

One particular style that is going 
great guns is the lace-to-the-toe shoe. 
It not only makes shoe removal easier 
in case of a foot injury, but it also 
provides more comfortable wear be- 
cause it can be laced tightly or loosely 
at any point the wearer desires. Some 
workmen lace it loosely across the arch 
of the foot, then tie heavy knots in the 
laces above that eyelet to keep the 
laces from backing off. From there on 
up they lace tightly across the ankle 
to provide support. It isn’t necessary 
to untie the heavy knots at the arch 
to remove the boot. 
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Boston Casuals Sell; 
Style Items Decline 


STYLEFUL casuals continued to sell 
well in Boston shoe stores and depart- 
ments during the first three weeks in 
October. There was considerably less 
demand for equally styleful dress foot- 
wear. Sales of the latter type were re- 
ported by several stores to be “badly 
off.” 

One store, Filene’s, on October 16 
offered “15 beautiful styles in all fash- 
ion heel heights” at $6.99 per pair. 
These shoes had been priced originally 
at $11.95 and $12.95. Included, in the 
words of the large space newspaper 
advertisement announcing the sale, 
were “textured calf pumps to dressy 
bowed suedes and calf to walk with 
dressy town clothes . . . even dressy 
slings for date-time and very open 
black suedes for dancing .. . shoes for 
every fall and winter costume.” 

From time immemorial, the sale of 
casuals has tapered off sharply fol- 
lowing the close of the summer clear- 
ance sales. After Labor Day, the slack 
has been taken up by the demand for 
dress shoes suitable for a wide variety 
of occasions. This, then, in the opinion 
of many, indicates a radical change in 
women’s buying habits, at least for the 
time being. To meet the unexpected de- 
mand, retailers were placing reorders 
as late as mid-October. 

Three theories were advanced to ac- 
count for this change in the buying pat- 
tern: that because high style shoes 
now carry pointed toes and because 
Boston tastes are conservative, women 
may be hesitating to buy the dressier 
types even though they are needed; 
that social affairs requiring formal or 
semi-formal dress are giving way to 
more informal types of entertaining; 
and that women now are merely re- 
placing with new ones the casuals 
worn out during the summer in antici- 


pation of an expected price increase. 
In any event this is thought to be a 
temporary condition, although spring 
buying plans of most stores include a 
higher percentage of casuals and low 
heel styles than has been the rule in the 
past. At least one department store in 
Boston is considering the advisability 
of creating a new shoe section devoted 
entirely to casual and playshoe types. 
Graceful wedge heel shoes are selling 
well in many stores in black, beige, gray 
and brown. This same color range is 
found in all other casuals, mixed with 
a sprinkling of reds and even blues. 
Black suede pumps with low, con- 
toured heels, also are good at some out- 
lets. 
Cooler weather has helped the sale 
of men’s shoes with the best results re- 
ported by stores carrying medium 


grades. The demand was confined most- 
ly to brown Scotch grains and black 
smooth leather. 


New York Trade 
Reported ‘So So’ 


SHOE retailers in New York report: 
“Business is not as good as expected 
. . . It hasn’t been bad and it hasn’t 
been good!” That is the general feel- 
ing. They also indicate that there are 
probably several reasons such as June 
weather in October, which is no induce- 
ment to buy fall shoes; the fluctuations 
of the stock market; the high incidence 
of the flu and grippe. 

What are they doing about it? Many 
have assessed the situation and feel 
that as long as population continues 
to increase and there are no drastic 
changes in the economic picture or in 
incomes, that people will always need 
shoes. Therefore, they are putting on 
extra promotions. They are merchan- 
dising more aggressively and they are 
advertising more consistently. 

In the men’s shoe field, business has 
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Editorial Outlook 
(CONTINUED FROM PAGE 21) 


tain a wide selection of styles and 
range of sizes. Yet, to prosper and 
to continue to be of service, he must 
make sure that every sale produces a 
full measure of profit. 

Rubber footwear constitutes a size- 
able part of most merchants’ volume. 
Rubber and canvas casuals were never 
more important, colorful and _ well- 
styled and American rubber footwear 
manufacturers are doing a promo- 
tional job unprecedented in size to sell 
their wares to the American consumer. 
In the next several years rubber foot- 
wear can be one of our most produc- 
tive areas for promotion. With the in- 
dustry striving for a program of up- 
grading and stressing the necessity for 
adequate mark-up the emphasis should 
be on BETTER rather than lower 
priced goods. 

Thus far, most of these imports of 
rubber and canvas footwear have been 
finding their way into limited price 
variety stores, and some chain stores. 
Manufacturers say that next year they 
will filter down to the retail shoe store 
level. 

No matter on what basis a retailer 
figures his mark-up, it is bound to be 
substantially less on an item that sells 
for $1.29 than it is on an item that 
sells for $2.98. Such a drastically 
lower selling price never makes up in 
volume what it costs in loss of profit 
per sale! 

Boot AND SHOE RECORDER has con- 
sistently held that shoes should be sold 
and fitted in shoe stores. As we see it, 
rubber footwear is no exception. The 
kind of specialized service the retailer 
renders entitles him to an adequate 
mark-up on a fairly-priced shoe. The 
criterion for evaluating that “fair 
price” historically has been the cost of 
producing it at established American 
wage standards plus a fair return on 
the manufacturer’s investment. Pass- 
age by Congress of the Sadlak Bills or 
other effective legislation will assure a 
continuance of that philosophy and 
apply the brakes to at least one phase 
of low mark-on selling. 


Washington 
Newsreel 
(CONTINUED FROM PAGE 38) 


wake of James Hoffa’s election as pres- 
ident of the AFL-CIO Teamsters union. 

Both the Congress and the Executive 
Branch of the government have stepped 
up their insistence that unions purge 
themselves of corrupt elements—and 
fast. The alternative, it is now becom- 
ing clear, is a compulsory housecleaning 
of union management administered by 
iz.ew and far stricter national labor 
laws. 

The Senate rackets committee, head- 
ed by Sen. John L. McClellan, D., Ark., 
is now more determined than ever to 
force cleanups on unions, particularly 
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upon the AFL-CIO Teamsters. The 
committee charges that more than half 
of the delegates to the recent annual 
convention were selected without re- 
gard to the union’s constitution. The 
delegates were hand-picked Hoffa men, 
and were not necessarily chosen by the 
rank-and-file Teamster membership, 
the committee says. 

At the U. S. Labor Dept., Secretary 
Mitchell declares he’ll ask Congress 
early next year to enact legislation pro- 
viding for government regulation of 
union financial affairs, as well as of 
union welfare funds. Unions favor the 
latter proposal (since most welfare 
funds are contributed by management) 
but not the former. However, they may 
have to accept the package of both bills 
together. 


The market for children’s and young 
people’s shoes is stronger than ever, 
and it’s still growing. Latest figures 
from the U. S. Office of Education show 
that school enrollment (grade school 
plus college) this year is 1.7 million 
ahead of a year ago. This means that 
an all-time high of 43.1 million young- 
sters and teen-agers is now enrolled in 
schools of all types in the United 
States. 

Children in public and _ private 
schools in kindergarten through Grade 
eight now total about 30.6 million, 
which is nearly one million more than 
the total a year ago. 

And in high schools (Grades 9 
through 12), enrollment this year is 
about 8.4 million, a gain of 604,000 
over last year’s total. 

Out of every 100 persons in the 14- 
17 age bracket, 83 are in high school. 

Ten years ago, this percentage was 
only 74 out of every 100. 

To help you in your planning, here’s 
how school enrollments have grown. 
Note that the trend is still up. There’s 
no sign that it will level off in the fore- 
seeable future: 

KINDERGARTEN 
THROUGH GRADE 8 

23,740,000 

21,127,000 

22,207,000 

29,711,006 

30,670,000 


HIGHER 
EDUCATION 
1,101,000 
1,494,000 
2,659,000 
3,244,000 
3,450,000 


SCHOOL YEAR 
1929-30 
1939-40 
1949-50 
1956-57 
1957-58 


GRADES 9 
THROUGH 12 
4,812,000 
7,130,000 
6.453,000 
7,820,000 
8,424,000 


Subliminal advertising is drawing 
frowns from a growing list of govern- 
ment officials. 

One Congressman, Rep. William A. 
Dawson, R., Utah, says subliminal ad- 
vertising has “worrisome, if not fright- 
ening aspects.” 

(Subliminal advertising involves 
flashing advertising copy on a TV or 
movie screen so fast it cannot be con- 
sciously seen. But it registers in the 
subconscious, and theoretically has at 
least as much compulsion on viewers 


as advertising that is displayed in 
periodicals, newspapers and conven- 
tional TV commercials.) 

Rep. Dawson calls the new ad 
medium “the secret pitch.” He wants 
the Federal Communications Commis- 
sion to investigate the new medium and 
report on the possibility of imposing 
federal controls over its use. 

“The consumer has a right to know 
he is being advertised at,’”’ Mr. Dawson 
declares. 


Business and Defense Services Ad- 
ministration—the federal government’s 
advice-for-industry office—is undergo- 
ing a major shakeup and will emerge 
under a new title late this year. 

A new title has not yet been selected, 
but top-layer planners in the U. S. De- 
partment of Commerce (the parent 
agency of BDSA) are seeking a title 
that more aptly describes the functions 
and operations of the agency. 

Present title is not sufficiently de- 
scriptive to those outside Washington, 
the planners admit. 

In addition to announcing the reor- 
ganization, the Department of Com- 
merce also will announce new appoint- 
ments and new titles for many of the 
directors and industry advisors (most 
of the latter are WOCs—dollar-a-year 
men) in BDSA. The mainspring of 
BDSA is the 23 separate industry 
offices which prepare and make avail- 
able to industry facts on production, 
sales, and marketing for virtually all 
the nation’s industries. 


Next year could be the year in which 
an election-minded Congress will order 
retailers to meet all the requirements 
of the federal wage-hour law. This 
means that retailers are faced with 
two additional burdens: 

1. Paying all employes not less than 
$1 per hour; 

2. Keeping wage and hour records on 
all employes, and maintaining these 
records on file for examination by fed- 
eral inspectors for a period of years. 

For years, most retail stores have 
been exempt from both the wage re- 
quirement and the record-keeping re- 
quirement of the federal wage-hour 
law. But there are political signs that 
this exemption may not continue in 
effect forever. Congressmen of both 
political parties seek to strike out the 
exemption as a means of winning favor 
among the voters. And quite a few mer- 
chants, particularly those operating in 
high-wage areas, say they are now 
ready to give in on both points—the 
extra money and the record-keeping. 

The National Retail Dry Goods Fed- 
eration is urging its members to con- 
tact their congressmen and solicit their 
votes for maintaining the existing ex- 
emption from the law. 

“We cann t stress too strongly the 
importance of such action,” the 
NRDGA declares in a special bulletin 
to its members. 

NRDGA also points out that the 
government’s own recent studies of re- 

[TURN TO PAGE 63, PLEASE] 


Boot and Shoe Recorder 
















CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 








St. Louis 


PRODUCTION reports from the St. Louis area are spotty. 
A spokesman from one firm may frown a bit and say that 
cutting is slowing down. Another will smile broadly and 
happily report that it looks like his company will operate 
at capacity from now until spring with no letup. 

It is generally conceded, however, that reorders are 
down. The volume of reorders on dressy women’s shoes, 
especially very high heeled pumps, has been under expec- 
tations for some manufacturers. Women’s selling got off 
to a show start at retail, they say, and is currently being 
reflected in reorders. 

Firms here have completed their sales meetings, at which 
new patterns for spring and summer were studied and 
analyzed for potentialities. International Shoe Company 
staged a dinner at the Khorassan Room of Hotel Chase 
to present new offerings to more than 600 representatives 
of all phases of the shoe business. Live models showed 
all categories of footwear against appropriate backgrounds. 
Newsworthy was the extra emphasis this year on shoe 
wardrobes for the little miss and the little man. No longer 
can Junior or Sis be expected to exist on a pair of five- 
eyelet oxfords or a pair of one-straps. Spring will see 
additions of many extra types of casuals, school pairs, 
dress and play shoes. 

Negotiations are still going on over a pension plan 
covering approximately 5,000 workers employed in shoe 
plants located in St. Louis. Representatives of 11 women’s 
specialty shoe firms and Joint Council 25 of the Boot and 
Shoe Workers Union are continuing to discuss the details. 
Since union contracts expire early in December, it is ex- 
pected that a decision will be made soon. The union wants 
retirement benefits for the specialty shoe workers com- 
parable to those benefits provided by International Shoe 
Company and Brown Shoe Company. Several types of 
plans are under investigation. 


Chicago 


Brisk fill-in business and advance spring orders spark 
business in this area. In-stock departments have been 
busy for a month with both phone and mail orders. At 
the same time, production is already under way on early 
spring shoes. Some retailers want a few scattered styles 
in by the end of November or at least the first week in 
December. Some ask for patents for delivery before 
Thanksgiving. Good sized orders are also on the books for 
shoes for southern wear. 

Both manufacturers and retailers are still plagued by 
delays in deliveries and shortages of dress shoes on mid- 
heels. This is a brisk segment of the women’s dress shoe 


business and the gap has yet to be closed. Shortages of 
wood for lasts have about been filled, so manufacturers 
hope to gradually catch up. This bottleneck should be 
eliminated in the spring runs. 

Children’s shoe factories and firms producing boys’ and 
The ivy 


young men’s shoes appear to be busiest of all. 
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league saddle with buckle strap has gone far beyond all 
expectations for the teen-age market. It will probably 
reach its peak this spring, with a likely swing over to a 
solid color glove-tie with the buckle strap. Meanwhile 
the ivy league saddle has trickled down to the children’s 
group. Black dominates in the boys’ field, although brown 
may have more strength for spring. 

Manufacturers of boot type shoes, refined and daintier 
versions of the stadium boots, report exceptional business. 
To some degree this has replaced the sag in some protec- 
tive footwear. However, winters are still severe in the 
North. Therefore, protective footwear firms are about 
breaking even with sales of recent years. 

However, the trend continues for a lessened production 
volume in this category. Heaviest sales in this field are 
to mail order houses, chains, and other volume outlets. 
These sources, particularly the mail order houses, are bet- 
ter able to carry extensive stocks and maintain adequate 
inventories. Smaller retailers, because of the capital en- 
tailed, prefer to use their money for quick turn-over items. 


New England 


WHILE the third week in October found few manufac- 
turers of women’s shoes with advance orders for spring on 
their books, many of them have been comfortably busy 
filling reorders on fall types. This is particularly true 
insofar as casuals are concerned. One large manufac- 
turer of well styled casuals reported that he could not fill 
all the orders on hand and meet the delivery dates re- 
quested by retailers. He looked forward, also, to a record 
spring run. Most other women’s shoe manufacturers point 
to heavy sampling as a straw in the wind. 

Makers of men’s dress shoes were busier. Some were 
said to be sold up through December and were taking 
orders for March delivery. As had been expected, the 
medium and lower grades were in somewhat better de- 
mand than the higher priced lines but these, too, had been 
booking orders at a steady pace. Black continued to out- 
sell brown. 

The outlook for children’s shoes also is brightening with 
some spring business being booked and some reorders 
on fall shoes being received. Novelties such as the penny 
loafers and bubble oxfords are expected to contribute 
to the volume ahead. 

New England tanners say that spring business is begin- 
ning to get under way. Although colors other than black 
had not been determined during late October, there were 
indications that this hesitation would.be of short duration. 
Prices were firm with the demand for women’s weight cal! 
leather very strong. 


Los Angeles 


MANUFACTURING pace has definitely improved in the 
last couple of weeks in Los Angeles and a good stockpile 
of orders is on hand. The makers, however, are more 
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interested in what will be shown at the Spring Shoe Show, 
due to open November 17 at the Alexandria and Biltmore 
Hotels and the Haas Building in downtown Los Angeles. 

Pricing remains the number one subject among manu- 
facturers, with most of them being pretty coy in admitting 
what they intend to do. A good deal of it can be attrib- 
uted to a “wait and see” attitude; they want to find out 
what the competition is going to do. There is a possibility 
that many of them may open the show with several sets 
of figures in hand, then decide which one to use after 
shopping the others. 

Negotiation of a new union contract for local shoe work- 
ers is still going on as this is written. The current agree- 
ment expired on September 30, but workers continued on 
the job while union heads and management tried to work 
something out. At present, production is in progress in 
all union shops but no new agreement has been reached. 
Union officials declare that if their demands are not met, 
and soon, they will indeed pull the crews and only the 
non-union shops will be operating to meet orders. 

Private information coming to this writer from a usually 
reliable source and a man who is in on the negotiations 
declares that the situation isn’t nearly that bad. He feels 
that both sides are “hollering” a little louder than condi- 
tions require and that a mutually satisfactory contract will 
be arranged without any work stoppage. 

Biggest headache, other than the strike possibility, is a 
tendency on the part of the retailer to order short. Many 
report an apparent timidity on the retailer’s part to load 
his shelves with anything. Some of the manufacturers 
complaining the most, however, are those who have made 
a practice of holding back a few goodies until the middle 
of the season, a practice which may have educated some 
retailers into this kind of cautious stocking. 


Milwaukee 


Witu the important business of winding up the World 
Series now properly disposed of, Milwaukee shoe plant 
executives report conditions have returned to normal. 

Milwaukee retail reports indicate that the week of World 
Series baseball tension saw a definite slowdown in store 
trafic. The local citizenry stayed close to their TV sets 
and radios during the game and stores were virtually de- 
serted while the Braves and Yanks battled it out. 

A check reveals that most shoe factories here are work- 
ing close to capacity. Total factory shipments for the first 
three quarters, according to men’s shoe firm executives, 
were “slightly under” the last year’s figures. According 
to front office spokesmen, the small drop reflected the 
general limp experienced throughout the Midwest in retail 
operations during the past quarter. 

Producers of men’s footwear report considerable con- 
cern over some aspects of their spring lines now in pro- 
duction. Under close scrutiny is the important matter of 
prices. Manufacturers are in agreement that increases for 
their spring lines are merited—even necessary—because 
of climbing costs of raw materials and labor. No one 
here, as yet, however, has indicated any price boosts. Sev- 
eral producers who placed fractional price increases on 
their fall footwear lines are still studying the dealer re- 
actions to gauge the results. 

Output of men’s stitch and turns, slipons and light- 
weight shoes is slated to be stepped up by all plants here. 
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Consumer interest in these styles continues to gather 
strength, according to field reports. Popularity of men’s 
black shoes shows no signs of diminishing, although manu- 
facturers state that they are turning out a greater number 
of dark brown shoes. One major producer here predicts 
that brown and tan will catch on big in the spring style 
offerings. 

Children’s shoe producers are working at capacity, with 
sales graphs showing a slight improvement over last year’s 
tally. The slight sag in sales experienced during the first 
half of the year, they claim, has been overcome. 

Preliminary sampling of brushed leather in misses’ and 
children’s sizes has indicated that it will be well received, 
according to plant reports. Gratifying reception of the 
suede-like naps in browns and grays is encouraging the 
children’s shoe manufacturers to use more brushed leather 
in the months ahead. 

Black continues to account for a growing share of the 
boys’ shoes being turned out here. 

Children’s shoe prices are expected to hold firm in the 
months ahead. Dealer and consumer reactions to price 
boosts instituted in the fall and winter lines now being 
sold in stores are reported very favorable. 


New York 


SHOE manufacturing in New York, which had been very 
active since August. has begun to slow down a bit. That 
is only a delayed action, manufacturers say, due un- 
doubtedly to the erratic pattern of shoe retailing. There 
have been good days and slow days at the retail level and 
this has been reflected in a somewhat cautious attitude on 
the part of merchants and buyers when placing their or- 
ders. As a result, manufacturers indicate that although 
orders on hand and cutting are satisfactory, in many cases 
they could use more, to put them ahead of last year. 

For the past week or two, there have been many buyers 
in town. They either don’t go to the National Shoe Fair 
or they prefer to specify their orders at the factory or in 
the show room before going to Chicago. They placed 
substantial initial orders for spring merchandise. 

Generally, the resort shoes have been completed and 
shipments have already begun, especially to the southwest. 
where retail business seems to be very good. 

As to the spring shoes . . . samples of practically every 
manufacturer’s line have these features in common: slim- 
ness, softness, lightness and flexibility. In women’s shoes, 
pumps, T-straps, opened up patterns are being highlighted. 
High luster smooth leathers, black patent, a good deal of 
color, especially red or the nautical red, white and blue 
are being featured. 

Manufacturers will be in a better position to gauge the 
prospects for the coming season after they get back from 
Chicago and have had an opportunity to sort and evaluate 
the sampling that was done and the business they wrote 
there. For the most part, the feeling is that business for 
the coming season will be good. 





Although few weddings are celebrated today without 
throwing an old shoe after the honeymoon-bound car or 
tying it to the back of the vehicle, “just for luck,” the 
original reason for the old shoe throwing custom had noth- 
ing to do with good fortune at all. Instead, it symbolized 
the transfer of authority by the girl’s parents or guardians 
to that of her new husband. 

It originated all the way back in Biblical days, when 
it was customary among the Jews for the brother of a 
childless man to marry his widow—or refuse her pub- 
lically before she could wed anyone else. 
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Washington 
Newsreel 
(CONTINUED FROM PAGE 60) 


tail wages show great variety in re- 
tail earnings, not only by class of 
trade, but also by geographic region, 
and also by metropolitan areas as com- 
pared with nonmetropolitan areas. 

“We urge you to make a special 
point of thoroughly exploring this 
issue while your Washington represen- 
tatives are at home,” the NRDGA 
stresses. 


The Administration’s mid-year re- 
view of its fiscal situation is calculated 
to show that there’s no hope of tax re- 
duction next year. The figures on in- 
come and outgo show that the budget 
may be balanced—but just barely. The 
surplus, if any, won’t be respectable 
enough to warrant any serious talk of 
tax cuts, a White House statement 
shows. 

But this is far from the last word on 
the matter. Next year is an election 
year, and the leadership (Democratic) 
in Congress is determined to beat down 


eight years ago and the third one, at 
15 West 57th Street in New York was 
opened in ’53. These two are salon 
types with beautiful appointments, fur- 
niture, display cases and sparkling 
crystal chandeliers . . . the ideal set- 
ting for the ultra-smart shoes and 
handbags. Fashion “firsts” are the 
rule rather than the exception and 
Jack Schaefer acknowledges that the 
Beth and Herbert Levine shoes are 
their outstanding line. 

So much for the retail half of the 
seesaw. The other fifty per cent of 
Jack’s time is spent at his small fac- 
tory on 27th Street . . . where they 
make the Di Parigi line . . . about one 
hundred pairs a day . .. ninety-nine 
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per cent handmade. Only a_ small 
amount of the output goes into the 
Schaefer shops. The rest are bought 
by retail accounts across the country. 
These merchants call him at home in- 
stead of at the factory. No wonder he 
has transacted a good part of his day’s 
business by 10:00 a.m... . the time 
he usually leaves for either the store 
or factory. 

The Schaefers live at 63rd Street 
and East River, where they have a 
duplex apartment that boasts a ter- 
race and a most magnificent view; and 
they hold frequent parties just so they 
can share it all with their friends. 

They have one son, Arnold, who evi- 

[TURN TO FOLLOWING PAGE, PLEASE] 


QUALITY 


boys’ shoes that 
give you 


STEADY PROFITS and 


STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 


government spending far enough to 
warrant tax cuts. 

All of which indicates that the ball 
could bounce either way. Politicians, in 
an election year, like to offer voters re- 
duced tax rates. Leaders in both parties 


features that guarantee their long wear, fine 


fit and genuine comfort. They’re espe- 


are privately planning to introduce 
tax-cut bills in the opening days of the 
new congressional session early in Jan- 
uary. 

If there’s to be any reduction at all 
next year, it looks like the only bene- 
ficiaries will be individual taxpayers 
with multiple personal exemptions. 
There is increasing talk of increasing 
the present $600-per-person exemption 
to $700. 

There is almost no talk of reducing 
the rates, nor is there any serious talk 
of bringing down the wartime rate of 
52 per cent that still applies to all cor- 
porate income over the first $25,000 of 
net income. 


Jack Schaefer 
(CONTINUED FROM PAGE 42) 


because age was not synonymous with 
good business acumen, in their case, 
nor any insurance against mismanage- 
ment. P. S. The business was 
liquidated at the end of three years. 

He was through with shoes .. . he 
thought; but not for long nor did he 
go too far. He went into the window 
display business. Stayed for two years 
. . . just long enough to make sufficient 
money to go back into the retail shoe 
business for himself. That was back in 
1927 and he has been in the business 
ever since. 

There are three Jack Schaefer retail 
shops .. . the original one in Brooklyn 
was opened in 1927 and has two selling 
floors, where women’s dress and casual 
shoes, handbags, hosiery and costume 
jewelry are sold. The second shop, on 
Lincoln Road in Miami was opened 
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Sand buck 

long vamp 

blucher with 

Ivy League buckle, 

21-iron brick red foam 

sole and heel, a new RED 
HOT style! IN-STOCK, B, 4-7; 
C, 3-7; D, 3-7. 


GUARANTEED “RiP. 
PROOF” NYLON 


CLOSED SEAMS. \ 


check these 
unique 

features for 

longer wear 


WIDE VARIETY OF 





Write today for 
FREE 
IN-STOCK catalog! 





“World’s largest independent 


cially crafted to stand up under the 
rough use boy’s shoes receive, and 
give the kind of wear that brings 
customers back! If you sell 

boys’ shoes, you owe it 


to yourself to investi- 


gate Brooks! 


DOUBLE TOP 
STITCHING 


GENUINE LEATHER 
QUARTER LININGS 


“BROOKSY” 


GENUINE ANALINE 
TYPE LEATHER UPPERS 


GENUINE LEATHER 


LONG-LIVED OUT SOLES 


~~ “THP-TOE” BRASS 
NAILS LOCK SOLE 
AOD EXTRA WEAR 


THE WILLIAM BROOKS SHOE CO.—NELSONVILLE, OHIO 


manufacturer of boys’ welt shoes” 
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dently intends to follow his father’s 
example for he is already serving his 
apprenticeship in the industry. 

During the resort season, Jack goes 
down to Florida every two weeks. . 
out of season, every six weeks. It’s a 
two-prong pleasure ... a time to be 
in the shop and a time to indulge in 
his favorite sport—deep sea fishing. 
He also goes abroad every year or two 

. in fact, he is making plans now 
to attend the shoe shows in Europe 
early next year, from Bologna, Italy 
to Brussels, Belgium. 

Jack has a wonderful collection of 
old shoes, dating back seventy-five to 
one hundred years. He revels in them 
because they represent wonderful shoe- 
making, leather that has withstood the 
years and a source of style inspiration 
and reinterpretation. When we asked 
him: “Where do you think style will 
go from here?” he replied: “I am 
crazy about the pointed toe. It is ex- 
ceptionally graceful and smart. I think 
it will be around for quite a spell be- 
fore it completes its full style potential. 
The change, when it does come, will 
naturally have to be a radical change 

- possibly an interpretation of the 
Baby Doll last.” 


What You Should 
Know about Leathers 
[CONTINUED FROM PAGE 47] 


Country hides are removed from cat- 
tle in small plants or by farmers. There 
is more chance of damage to the hide, 
as relatively less experienced workers 
do the removal. These bring lower 
prices. 

The flesh side of a hide or skin is 
that side next to the flesh. 

The grain side of the pelt is the top 
side on which we find the hair shaft 
openings which leave a definite pat- 
tern, or beauty, or identification mark 
on the pelt. Therefore, by close exami- 
nation of the grain side, we can de- 
termine whether the leather may be 
calf, kid, pig. 

Generally speaking, the toughest 
hides are taken from cattle that are 
bred in the mountainous districts where 
they are subject to low temperatures 
and gusty winds. Nature aids in build- 
ing a tough resistance which results in 
heavier hides. 

The more domesticated cattle, if bred 
for milk and meat, under better condi- 
tions, will yield a larger, thinner but 
finer textured hide. 

After the hides and skins arrive at 
the tannery, they must go through a 
number of preliminary steps before 
they are actually tanned. The actual 
steps may vary in sequence but they 
are primarily as follows: 

A. Soaking—Washed in water to re- 
move preserving agents, dirt, dried 
blood, and any other foreign material 
that must be removed before the pelt 
may be converted into leather. This 
also restores the hide or skin to a soft, 
flexible condition. 

B. Fleshing — Removing fatty and 
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fleshy material from the flesh side, 
leaving a clean and uniform surface. 
This is done by machine. 

C. Dehairing—Placing the pelts in a 
solution of lime. This makes the pores 
that hold the hair much larger so that 
the hair can be removed very easily. 
This solution also swells the entire 
pelt so that besides the hair being re- 
moved, any flesh that was not removed 
in the previous operation can be re- 
moved now. The hair is taken off either 
by machine or by hand in the beam 
house. 

D. Scudding or beaming — Used to 
make the grain surface clear and clean. 
A better operation is done by hand but 
this may also be done by machine. The 
remaining hair, surface epidermis and 
dirt are removed by this operation. 

E. Deliming—Pelts are soaked in a 
weak solution of acid to remove the 
lime. 

F. Bating—Using enzymes to pro- 
duce bacterial fermentation. This pro- 
duces a leather with a fine, tough grain 
by dissolving many of the horny fibers 
in the stock. 

G. Pickling — Uniformly preparing 
smaller skins for the chrome tannage 
operation. This makes the skins chem- 
ically uniform and prevents a too rapid 
reaction with chrome tanning liquors. 

This is only the beginning of a rel- 
atively lengthy process of tanning and 
finishing that enhances the value of the 
materials used. The next article will 
continue the processing of leather. 


Coordinated 
Promotions 
(CONTINUED FROM PAGE 51) 


advertising and fashion program was 
achieved with buyers for the Pin 
Money Apparel Shop and the children’s 
fashions section. 

Basic planning was thorough. Proper 
merchandise was on hand to support 
the advertising. There was advance 
publicity, including pictures of shoes 
and announcements of the coming style 
show. There were three sales meetings 
with retail sales people. Commentary 
for three style shows was supplied by 
the manufacturer’s style coordinator 
These were staged at intervals in the 
shoe department with four adults and 
one child. 

Displays were in two main street 
windows, one on the shoes themselves, 
the other shoes coordinated with ap- 
parel. The latter were fashions for 
the young matron, teen agers, and 
little girls. There were announcement 
ecards at escalator and elevator en- 
trances. 

Near zero weather was no deterrent 
to an equally successful event held at 
L. H. Field Company in Jackson, Mich- 
igan. This was another carefully pre- 
planned event worked out by James 
Rusk, shoe buyer, in cooperation with 
the manufacturer’s district sales man- 
ager and local sales representative. 
Plans also included consultation with 
the merchandise manager, display 


man, and advertising department. 

The program began with the pur- 
chase of the shoes in September with 
the target of January 21 already set. 
It was initiated by Mr. Rusk who ap- 
proached buyers in the sportswear and 
ready-to-wear departments to ascer- 
tain what merchandise they would 
have available. 

The theme was “It’s Florida Time.” 
There were three displays, one for 

[TURN TO PAGE 69, PLEASE] 


New Products 
New Soling Idea 


A NEw idea in shoe soling has been 
introduced by Beebe Rubber Co. Called 
the “Anchor Sole,” it is actually slipped 
on to the shoe bottom, rather than 
attached by any conventional method 
such as cementing, sewing or nailing. 





One of the chief features is a lipped 
edge that fits and anchors the sole 
over the edge of the bottom of the 
lasted shoe. This lip hugs the entire 
edge of the shoe—the heel, shank, 
forepart, toe. The lipped edge of the 
sole is pre-finished to look like a reg- 
ular wheeled edge, and can even ‘e 
made to look like a welted edge. 

The sole comes with heel attached, 
all in a single unit. On outward ap- 
pearance the unit looks like a conven- 
tional heel and sole. The unit is light 
in weight. The Anchor Sole is ce- 
mented to the bottom of the shoe 
simply and quickly to give a perma- 
nent bond. 

There are several distinct advan- 
tages to this new sole. At the factory, 
this pre-moulded, pre-finished sole is 
slipped onto the shoe in a quick hand 
motion (about one to 3 seconds) by the 
operator. The entire sole-attaching 
process is almost completed right there 
(other than the pressing of the sole 
for cement bonding). Thus, a group of 
soling operations is eliminated, result- 
ing in cost and time savings. 

From the consumer standpoint, there 
are additional advantages. For ex- 
ample, the sole cannot break away from 
the upper—the result of stitch break- 
age or faulty cement bond—a com- 
plaint sometimes found in some chil- 
dren’s shoes because of rugged shoe 
abuse during wear. 

The new sole, along with sample 
shoes with this sole attached, will be 
on exhibit at the National Shoe Fair, 
with demonstrations in process at the 
Beebe Rubber Co. exhibit at the Palmer 
House. 
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Show a man this kind of 
comfort and you’ve got 
a customer for life! 


What does a man look for in a shoe these days? Smart styling, of course — more so than ever. Price 
and value, even in these prosperous times. But perhaps above all, light and flexible comfort that jibes with the 
modern life he leads. A new Douglas “Flex-Craft” style offers everything he wants, with special emphasis on 
the light and flexible comfort. Here is a scientifically constructed shoe so flexible you can bend it with 
the gentlest pressure, so light you hardly know you have it on. What selling features! Let men know you 
have shoes like this and they will beat a profitable path to your door — and keep coming back for 
more! There is a complete group of “Flex-Craft” styles in the terrific new W. L. Douglas line for spring. 
Write for full details of the Douglas proposition, which is making money for many a dealer. 


Mh. 


WMS 
ys e $995 to $1495 most styles 


SHOES FOR MEN 


W. L. Douglas Shoe Company — Nashville, Tennessee -— A subsidiary of General Shoe Corporation 








VITA-TEMPERED 
shanks prevent 
twisting, allow 
maximum steel under 
heel for better 
shoemaking. 





VITA-TEMPERED 
shanks preserve 
stylish contours 
through perfect 
fitting from ball 

line to heel. 


2 VITA-TEMPERED 
shanks protect 
against “run under” 
and broken 
Louis flaps. 


ITA-TEMPERED 
Shanks provide proper 
support and correct 
shoe tread. 


_ Graceful, tapering lines and smooth, molded surfaces add 
Up to perfect bottom character . . . the built in eye appeal and 
a buy appeal that demands a perfectly fitted shank. 
When using United Shanks you'll find they’re all perfect 
regardless of the production run. Each master model is carefully 
‘hand tailored”’ to fit your original last. Every line and curve 
is exactly followed and faithfully shaped in steel... vITA-TEMPERED 
steel that builds solid strength and permanent bottom 
character into every pair of shoes. Check with your 
United representative for the proper selection of your 
VITA-TEMPERED steel shanks...once fitted they’re always perfect. 


Have your shank fitting schedule surveyed by a specialist 
make arrangements with your United Representative. 


VITA-TEMPERED STEEL SHANKS 


United SHOE MACHINERY CORPORATION + BOSTON, MASSACHUSETTS 





Three Shoe Departments 
in a One Floor Store 
[CONTINUED FROM PAGE 53] 


unusual shape of the selling floor. A stock of 8000 
pairs of shoes is kept here. There are three doors from 
the selling floor to the stock room, each provided with 
appropriate drapes. Also built in the partition wall are 
three white-backed shadow boxes about 34% x 4% feet, 
where unit displays on fixtures extending out from the 
wall are shown. 

The department has 39 chairs of solid black walnut. All 
of these have foam rubber seats, some covered with plastic 
and some with cloth. Ten of these are arranged back to 
back near the center of the floor, six are against a long 
fixture at the entrance to the department, and the re- 
mainder are arranged along the partition wall. 

At the entrance to the department is an aisle fixture 
with table top for display of specials. Below are four 
drawers for stock. 

Across an aisle from this table top fixture is a long 
fixture with an upright back about three feet high. Ex- 
tending out from this are two inclined shelves, one above 
the other, on which are displays of shoes. 
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Unusual shape of selling area. 


Within the department are three low coffee table type 
fixtures displaying various types of shoes. 

A fixture at one side of the department is used as a 
combination cash register stand and wrapping counter. 

In dress shoes, the Peacock, Paradise and Vitality 
brands are carried. In casuals, the names include Town 
and Country, California Cobbler, Penaljo, Sandler of Bos- 
ton, Clinic, and Daniel Green house slippers. 

The children’s shoe department is a short distance across 
the wide main aisle. At the rear of this department is a 
rectangular stock room where 4940 pairs of shoes are 
stored. The wall of this is covered with pegboard with 
little double fixtures extending out made purposely to show 
a pair of shoes. Many pairs are shown here. 

There are two coffee table types of fixtures for displaying 
samples of shoes. 

On one side of the stock room is a wide aisle leading 
back to other departments. On one side of this aisle is a 
fixture with a low ledge for showing shoes and on the 
other a series of shelves for shoes in cartons. 
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Sixteen molded plastic chairs provide for that many 
customers. 

The brands of shoes represented are Schawe-Gerwin, 
Pied Piper and Lazy Bones. 

The men’s and boys’ shoe department is located a short 
distance at the right of the main entrance and adjoins the 
men’s furnishings department. It is in an open alcove. 
Back of the selling space is a stock room carrying 2326 
pairs of shoes. 

The department has a gray-green carpet. The finish of 
the walls and shelves is unusual, being of weathered oak 
in natural grain. The shelves are arranged on the three 
sides of the alcove, with the forward stock all in cartons. 

There are six shadow boxes in the walls, each 30 x 30 
inches, where unit displays are shown. These shadow 
boxes have an unusual lining. The back of the lining is 
paper but over the paper is a closely fabricated dead 
white straw. 

There are 10 chairs back to back with weathered oak 
frames, except for the arms, which are of polished black 
walnut. 

A small fixture in front has an upright back with two 
inclined shelves extending out for showing sample shoes. 

The men’s brands carried are Freeman dress shoes and 
Herman work shoes. L. B. Evans house slippers are dis- 
played. Boys’ shoes carried are Belleville. 

The buying for the three departments is done at the 
downtown store by Martin Scherff, owner of the depart- 
ment and Thomas Bogan, manager of the downtown store 
and merchandise manager of the Sheridan Village store. 
The departments at Sheridan Village are in charge of a 
supervisor, Leland Phelps. 


Builds Work Shoe Business 
By Teaching Work Shoe Care 


Granp Junction, CoLo.—Educating the work shoe cus- 
tomer to take even better care of his work shoes than of 
dress models, with plenty of wax, polish, and “elbow 
grease,” is the practical means by which the Outwest Boot- 
ery, shoe store here, has built a profitable volume. 

“The only sure means of bringing the work shoe cus- 
tomer back time and time again is to keep him continu- 
ously satisfied,’ Don Sparn, store head, pointed out. 
“Naturally, even if the work shoes sold are of the best 
possible quality but deteriorate rapidly through overly 
hard usage and lack of care, the customer is going to 
blame the store which sold him the shoes. For that reason, 
we spend a few extra minutes with every work shoe cus- 
tomer, teaching him the sort of care he should give the 
shoes, according to his work, and then we can depend on 
better satisfaction all around.” 

For the past five or six years, the city of Grand Junction 
has been an ideal “test laboratory” for performance of 
shoes of all types, inasmuch as most of the thousands of 
men who have prospected for uranium in the area wore 
work shoes rather than engineer boots. Out in the desolate 
wastes west of Grand Junction, there is very little water, 
extremely alkaline soil and sand, rough rock and heat to 
contend with. Work shoes go to pieces rapidly. 

To help the work shoe customer understand how well 
the life of the shoes can be augmented with the proper 
care, Sparn has polished one shoe each of several worn 
pairs, and thus has a side by side comparison to offer. This 
shows conclusively that by keeping the leather supple with 
a smooth finisligless likely to catch dust, sand, sharp twigs, 
rock, etc., damage will be kept to a minimum. Sparn thus 
has consistently “traded-up” his customers to better qual- 
ity, long-guarantee work shoes, and has made sure that 
each customer is convinced he made the “best possible buy.” 
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Watch Out for Those Forged Government Checks 


by GEORGE B. FRITZ 


THe chances that you will cash a 
stolen and forged government check 
for a would-be customer are greater 
than you may think. The forged gov- 
ernment check racket has reached such 
proportions that the U. S. Secret Ser- 
vice calls it “one of the most active in 
the underworld.” 

The vast majority of victims are in- 
dependent merchants who operate their 
own businesses. As a shoe retailer you 
rate among the vulnerable. 

Last year the U. S. issued 250,000,- 
000 checks, about 1,000,000 for every 
working day. This year it will write 
some 300,000,000. Next year the total 





Tye 


from dress to casual 
by kortunet 


See these shoes on 
display at Suite 6720 
Empire State Bldg. 
New York. 


-y You can count on Fortunet Shoe Company * Division 
of General Shoe Corporation + Nashville 3, Tenn. 


will be higher. They represent social 
security benefits, payments to veterans, 
income tax refunds, subsidies to 
farmers, etc. For the most part they 
are modest checks. It is only natural 
that more and more people tend to 
cash them with merchants rather than 
at the bank. 

Most retailers are happy to accom- 
modate, unless, of course, the check is 
too big. It helps build goodwill and 
it’s good business: Experience shows 
that the customer who asks that a 
check be cashed usually makes a pur- 
chase. And besides, how can you pos- 
sibly lose by honoring a check issued 
by the United States? It’s as good as 
gold, isn’t it? 











Setting the pace in shoe fashion 
Fortunet comes up with these ideal 
adaptations of tapestry io an 
exciting pump and an imagi- 
native wedge. Let these shoes 
show how they can build 

profit for you. 

Priced to sell profitably at 

$9.95 and $10.95. 





Not always. Last year a total of 
30,619, involving $2,631,178, weren’t 
any good at all. They were stolen, 
forged, and cashed—and almost all of 
them were accepted by retail mer- 
chants. The Secret Service reports that 
practically all stolen government 
checks are unloaded on independent re- 
tailers. Thieves generally keep away 
from big department stores and almost 
invariably avoid banks. 

Unhappily, government ciiecks are 
among the easiest things in the world 
to steal. The envelopes in which they 
are mailed are readily recognizable, 
many arrive with such regularity each 
month that a thief with even sub- 
normal intelligence can figure eut the 
schedule, and worst of all, the typical 
home mailbox ranks lamentably low as 
a security risk. People who exercise 
ordinary prudence to protect their cash 
and personal property will often allow 
a government check to lie all day long 
in an exposed, and unlocked mailbox. 

The result is larceny on a scale so 
large that last year Secret Service 
agents had to put in a total of some 
80,000 hours of overtime work, or the 
equivalent of 44 agents working nor- 
mal time. Even so, a backlog accumu- 
lated. Once, counterfeiting was the 
primary concern of the Secret Service. 
Today it is forged government checks. 

Cashing checks would be no problem 
if you didn’t have to deal with 
strangers. But America is a mobile 
nation. It has been estimated that 20 
per cent of the population moves every 
seven years. You can’t stay in busi- 
ness without new customers—but the 
first few times they come in your store 
they are strangers. 

[TURN TO PAGE 73, PLEASE] 


Tapered Toe Gaiter 


New tapered toe gaiter, made of Koro- 
seal plastic, developed by Hood Rubber 
Company and B. F. Goodrich Footwear 
Company, and designed for use over the 
popular tapered toe shoes. The new 
gaiter has one-piece construction, is 
light in weight and translucent. It is 
ornamented with an embossed, lace-like 
pattern and has a button and loop clos- 
ure. Outsole carries an anti-skid de- 
sign. The heel is reinforced. 
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Tapered pump 
by Andrew 
Geller in black 
suede, with 
antique silver 


buckle. 








Tus Andrew Geller town pump is 
selling in Shreveport, La., “because it 
is NEW! And that tells the story,” ac- 
cording to Bill Sherwin. Like other 
top women’s retailers across the coun- 
try, Mr. Sherwin firmly believes that 
women can be stimulated into buying 
when they are shown something ex- 
citing and different. 
Described as a shoe with a 
town look,” 


“new 


this tapered and trim 
pump retails for $26.95. Quoting a 
Selber Bros. advertisement: “The flaw- 
lessly groomed town pump, smoothed 
higher over the foot and grandiosely 
buckled there in antiqued silver” has 
been offered in black suede. 
According to Mr. Sherwin, the Gel- 
ler pump has gained sales momentum 
for several reasons. First, it has been 
widely advertised in newspapers. Sec- 
ond, it has been importantly displayed 
in shoe windows, shoe department 
cases and on mannequins throughout 





The Retailer Speaks .. . 


BILL SHERWIN 























































In this issue’s spotlight: Bill Sher- 
win, who leases the women’s shoe 
salon at Selber Bros. department store, 
Shreveport, La. A man who has long 
sold quality fashion footwear at the 
fitting stool level, Mr. Sherwin entered 
the executive ranks in 1931—as buyer 
for Sakowitz Bros. 
women’s shoe salon in Houston, Tex. 

From 1938 until 1952, Mr. Sher- 


win was associated with Dreyfuss & 


and manager 


Son in Dallas, eventually becoming a 
partner in the department leased to 
Julian & Kokenge Company. He sold 
his interest in Dreyfuss to lease the 
Selber Bros. ‘department on his own. 

“We now have a fine business in a 
beautiful store,” says Mr. Sherwin, 
“and I am doing what | love to do: 
namely, merchandise quality fashion 
women’s footwear.” 


the store. Most importantly, it is one 
of several shoes that the sales clerks 
have gotten “steamed up about for 
fall” as the result of departmental 
meetings on style trends and new mer- 
chandise. In substance, it is a matter 
of believing in what one wants to 


sell. And Bill Sherwin and his Selber 


Bros. staff have believed in this shoe. 





Review of the 
Retail Trade 
(CONTINUED FROM PAGE 56) 


been steady. Dress shoes with wing 
tips, classic plain toe seamless bluchers, 
moccasin types have been selling, 
mostly in black. Some of the retailers 
have been doing a good.job with sport 
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types—slip-ons or two.eyelet lace types 
with rubber soles. These are generally 
in the brushed leathers, buck hide and 
in such colors as light tan, tobacco, 
beige. 

Interest in women’s shoes continues 
to be in slim, elegant silhouettes— 
elosed pumps or closed toe, open back, 
T-straps, slings—on high and mid-high 
heels that are: thin and slim. Colors 





are most often black, brown, bronze 
and a good deal of emphasis on red. In 
addition to smooth leathers, there have 
been some very interesting promotions 
of alligator shoes that have been very 
successful. 

Shoes with the “walking” look have 
been much in the news—classic ox- 
fords, little heel pumps—all soft, light, 
flexible and in the widest range of col- 
ors. In addition to black, there was 
good response to red, benedictine, navy, 
smoke, natural, tan and gray. 

Children’s shoe selling has been a 
bit slow but that is not unusual after 
the back-to-school rush of business in 
September and early October. 


Coordinated 
Promotions 
(CONTINUED FROM PAGE 64) 


shoes alone, one with shoes coordinated 
with sportswear, and one with shoes 
coordinated with dresses. There were 
interior displays of shoes in the shoe 
department on the first floor and one 
in the ready-to-wear department. 
Three style shows were held in the 
ready-to-wear department. One was for 
employes, the other two for the public. 
There was standing room only at the 
evening show. There was also informal 
modeling in the store tearoom during 


the luncheon and dinner hours. The 
footwear manufacturer’s fashion co- 
ordinator provided commentary and 


also appeared on a local radio program 
geared to homemaker’s interests as an 
additional tie-in. This covered the gen- 
eral subject of colors in sportswear and 
style trends in footwear. Employes who 
sell related accessories were included 
in a special product information ses- 
sion. 

The event was held during what is 
generally considered a ‘quiet’? month. 
However, there was outstanding activ- 
ity in sportswear, in cottons, and in 
all shoes, including the casuals. 

This same approach suggests many 
possibilities for independent shoe re- 
tailers. Style showings can easily be 
worked out with neighboring dress and 
specialty shops. The shows can be held 
in either or both stores. Informal mod- 
eling can also be staged at each loca- 
tion. 


Plastic ‘Patent Stripe’ Made 


Boston—“Patent Stripe,” by Gilbert 
Freeman, is a material with an all- 
cotton base and a stripe of indestructi- 
ble plastic, made by an exclusive proc- 
ess, patent for which has been applied 
for. The stripe is available in solid 
black, navy blue and white; also in tan 
and natural, white and natural, white 
and black, black and black, and white 
and gray. It has been combined effec- 
tively-with black patent leather and is 
equally adapted to combination with 
other patent leather colors to match 
different color stripes. 
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December Weather 


[CONTINUED FROM PAGE 48] 


cates relatively light snowfall, many locations in this ex- 
pansive region are vulnerable to dangerous snow drifts. 
Last year, a similar mild and dry weather pattern pre- 
vailed. 


Area V: South Central 


Most of Arkansas will be wetter than usual in December 
while vast sections of Texas, Oklahoma and Louisiana 
will average drier than normal. Temperatures are ex- 
pected to be above normal in Texas and Oklahoma and 
near normal in the eastern sections of Arkansas and 
Louisiana. Last year, temperatures were also warmer than 
usual. 


Area VI: Northwest 


Colder and drier than normal is forecast for most of 
the Northwest. British Columbia and northern Washing- 
ton will be especially dry, with about 50 per cent of nor- 
mal precipitation. Due to the cold trend, a high percent- 
age of the month’s precipitation should fall in the form 
ot snow. However, total snowfall will be less than normal 
and last year. 


Area VII: Southwest 


Relatively wet conditions are forecast for wide areas 
in California, Nevada and Utah. Total precipitation in 
this anticipated wet zone should range close to 150 per 
cent of normal. This wet trend is in reverse of last year 
when many stations had no rain at all. Temperatures will 
be colder than usual, especially in the Reno-San Francisca 
sector. 


Bermuda Landmark Remodels 
[CONTINUED FROM PAGE 49] 


Jettick, Mainstreeters, Buskens, Sun Steps, Cobblers and 
Sandler of Boston. 

Men’s lines include Church’s English Shoes, Joseph 
Cheney, English, and Bass Weejuns. 

Children’s lines are Modern Age, Red Goose, Clarke’s, 
Kamp Tramp and Trimfoot. 

Stewart Atwood is manager of the shoe departments. 


Sell Shoes and 
Slippers as Gifts 


PHoEnix, Artz.—Because he is willing to invest between 
$280 and $325 each Christmas in printing up his own 
Christmas folder of footwear gifts, Ernie Brewer, owner of 
Ernie Brewer Children’s Shoes here, has increased holiday 
sales volume by better than 50 per cent during each of the 
past three seasons. 

“It is a mistake to take a defeatist attitude toward 
Christmas gift opportunities where footwear is concerned,” 
Brewer said. “Even though many people do not think of 
shoes and slippers as holiday gifts for children, our experi- 
ence has been that if we make an issue of recommending 
them, we are bound to get results. The most effective way 
to do so is to print up our own catalog of our holiday gift 
suggestions and make certain that we cover a wide enough 
mailing to create enough prospects.” 

The catalog, in three colors, covers the \items which 
Brewer feels make ideal Christmas gifts, including boots, 
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slippers, mukluks, dress shoe and handbag combinations, 
novelty sport casuals, etc. Also, three staple favorites from 
the year-round shoe inventory are incorporated. 

Last year Brewer sent out no less than 9,000 copies of 
his catalog, all to previously sold customers and including 
most of the state of Arizona. Two girls were required to 
handle the big mailing job, spending evenings and week 
ends. An important follow-up step was the inclusion of a 
mail order coupon in each subsequent newspaper ad, calling 
attention to the catalog and inviting customers in areas 
remote from Phoenix to order by mail. 

As pointed out above, sales have been increased by 50 
per cent each year, and the Christmas season now stacks 
up to a far more important segment of annual gross volume. 


Shoe lasts are “last” because (strangely enough) hunt- 
ing and fishing were the chief sources of food for the 
early northern European tribesmen and because (naturally 
enough) they were interested in tracking down their game. 
“Lais” was the word that was used to mean any footprint, 
from an older expression, “to follow a track” from which 
it was derived. By the time the 10th century rolled around, 
Anglo-Saxon cobblers were using wooden forms on which 
to shape their shoes. And because, in other words, they 
shaped them from following the track of the wooden form, 
it was only natural to them to use the hoary old word for 
track as the name for the form. It is also interesting that 
these early artisans only had one last apiece, on which 
shoes of all sizes were in some way designed. 


Scuff-Proof Girls’ Saddle 


Sr. Louis —Something new for girls —a_ scuff-proof 
saddle that straddles good looks and sturdiness. This shoe, 
manufactured by the Lazy-Bones division of The Juvenile 
Shoe Corporation of America, Aurora, Mo., was designed 
and specified by Robert Felsted, buyer for Peterson- 
Harned Von Maur in Davenport, Iowa. It is an Ivy League 
saddle oxford. The vamp and quarter are made of a wash- 
able, scuff-proof nylon velvet material in black. The saddle 
is of black elk; welting, binding and eyelets are in white. 

A trial lot of these shoes was made up, according to 
specification, for Mr. Felsted last February and met with 
such excellent public response that The Juvenile Shoe 
Corporation of America decided to add this style to their 
in-stock Lazy-Bones line. It has ranked high in the total 
sales of the company, Mr. Felsted reported that this: par- 
ticular saddle oxford: accounted for more than one third 
of the sales of his department during the month of August. 


Boot and Shoe‘Recorder 





Story in Trends 1958 


[CONTINUED FROM PAGE 45] 


easily solved by women’s style manufacturers by keeping 
toes closed and opening up backs, sides and sometimes 
vamps. The new shoes are interesting variations on pumps, 
ties and T-straps. Very open sandals, with open toes, are 
also in the new lines, wide bands and strippings, both. 
These sandals, by the way, are often in multicolor com- 
binations. 

Very big news—and very important for the consumer— 
are the new “lowered” heels. They may not go lower than 
17/8—many are 18/8; some are 19/8. Slightly heavier, 
they are still light and graceful. High style manufactur- 
ers are talking still lower—12/8, even 10/8 and 11/8. 
Built-up leather heels on 17/8 and 18/8 are stronger in 
the tailored group. 

Materials are taken for granted now. We know that 
there will be plenty of grained leathers—finer than last 
year except in sports types. We an count on a very big 
season for patent leather. Prints, as noted, will be big 
especially on fabrics which include silk, polished cotton, 
hemp, some linen. Besides florals, there will be stripes, 
often rich, glowing and Oriental in coloring. And there 
will be endless kinds of strawcloth, often with a shiny 
finish. Mesh and lacy weaves in mesh have fashion 
interest. 

Detailing includes draping, pleating, folding, stitching, 
perforating and cutouts. While buckles, buttons and bows 
are still very much in the picture, high style designers are 
talking more about detail interest in the handling of the 
material. Certainly, the effect is beautiful and elegant. 


New In-Stock Line 


Shown above is the new Yucca boot recently introduced 
by the John Foote Shoe Company, Brockton, Mass. The 
boot pictured in the October 15 issue should have been 
designated as the Skeet boot. The characteristics of the 
two boots are similar, featuring light weight, flexibility 
and imperviousness to perspiration. They have ripple 
soles, ripproof moulded backs, chrome tanned glove lining 
and chrome tanned inner soles. Available in Desert Tan. 
Both boots are part of an in-stock line. 


The favorite material from which shoes are fashioned— 
leather—received the name because the old Teutonic 
tribesmen of northern Europe used tanned animal hides for 
the making of gear with which to lead or guide horses. 
This was known as “leder,” from an obsolete term, “to 
lead.” The material was also useful for making harness, 
satchels, gloves, hats, but most especially boots and shoes, 
and although many different spellings were used through 
the centuries, the word eventually emerged into modern 
commerce as “leather.” 
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THE 3S0L.e 
THEY 
NEED 


Val-Cork 


OIL RESISTING 
NEOPRENE 


Neoprene, a man-made rubber, is combined with 
cork to make the sole they need . . . a sole that is ex- 
tremely long wearing and suitable wherever oil, 
greases, caustics and fatty acids are underfoot. 
Vul-Cork Neoprene soles are air cell insulated too, 
providing real day-long foot comfort. Slip resistant 
and non-marking, they will not soften on contact 
with hot metals. 

Vul-Cork Neoprene is one of three different work 
shoe soles manufactured by the Vul-Cork Division of 
the Cambridge Rubber Co., makers of the original 
cork sole. 

If you make, buy or sell work shoes, look at the sole 
first. If it carries a Vul-Cork label — you’ll get more 
than your money’s worth. 


Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md. Makers of MANN Te. nd 


VUL- CORK & 
VUL- CORK NEOP 


80 light, so flexible, so resilient you can roll them up... right in the palm 





120 Million Pair Annual Output 
Seen for Jap Non-Leather Shoes 


Wasuincton, D. C.—Japan’s non-leather shoe industry, 
not yet quite six years old, is riding the crest of a boom 
ihat is surpassing even the most optimistic hopes of Japa- 
nese manufacturers. The United States Consulate General 
for Kobe-Osaka, Japan, reports to the U. S. Department 
of State here that total annual production of synthetic 
shoes (commonly called “chemical shoes” in Japan) may 
hit 120 million pairs a year within the next three years. 

“Chemical shoes” in Japan consist of rubber soles vul- 
canized and attached by a special waterproof bonding 
agent to a vinyl (or nylon or saran) upper. 

At present, production is at the rate of 6 million pairs 
per month. This output is expected to rise to 8 million 
pairs per month by the end of next year, and to 10 million 
pairs per month by 1959 or 1960. 

Almost all of the present production is in women’s and 
children’s shoes. The industry reports continuing sales 
resistance from men, chiefly because of appearance and 
also because the shoes are not warm in winter and cool in 
summer, as is the case with leather. 

The present output, which is about 6 million pairs per 
month, is valued at 1.5 billion yen. (On the commercial 
exchanges, Y1,000 = $2.30.) 

Because of the high U. S. import duties applying to 
non-leather footwear, exports of these synthetic shoes to 
the United States are almost nonexistent at the present 
time. But Japanese manufacturers are hopeful that they'll 
he able to negotiate lower rates of duty with the United 
States Government. 

Exports from Japan are now running at the rate of 
200,000 to 300,000 pairs per month. And the industry 
frankly says it hopes to increase this eventually to as 
much as 40 per cent of total industry output. 

Production costs vary widely. But a typical pair of 
women’s pumps selling at a factory (Chiyoda Rubber In- 
dustry Co., Ltd., Kobe) price of Y350 breaks down into 
these costs: Raw materials, Y165; labor, Y75; miscellane- 
ous production costs, Y60; overhead, Y40; profit, Y10. 

The cost of producing a pair of women’s sandals selling 
at the same factory price is similar. 

Manufacturers of leather footwear in Japan are frankly 
alarmed over the spectacular success of chemical shoes. 
The U. S. State Department reports the leather shoe man- 
ufacturers are seeking to check further inroads of the 
chemical shoe industry. 

But the chemical shoe manufacturers have problems of 
their own. Biggest problem today is the cut-throat com- 
petition that exists within the industry. There are about 
500 manufacturers in the chemical shoe industry, and the 
competition is extremely rough. Nearly all of the firms 
are either small or middle-sized. 

In addition to competition, the industry is faced with 
a universal problem: How to improve the quality of the 
product. At the present time, the chief problem of the 
engineers is to perfect a shoe that will withstand both 
extreme heat and extreme cold. 

It is hoped by the industry that technical improvements 
eventually will point the way to production of a synthetic 
shoe that will afford comfort in the relatively mild Japa- 
nese winters. 

When the industry was in its infancy six years ago. 
the big technical problem was that ordinary vinyl] lacked 
the strength and durability required of uppers, and also 
that it could not be satisfactorily vulcanized (at 120° to 
130°) te rubber. This problem was solved by the vinyl 
manufacturers, who developed a special vinyl sheet which 
is both durable and which withstands the heat of vulcan- 
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izing. But this special vinyl is 10 to 20 per cent more 
expensive than regular vinyl. 

Up to now, it is reported, the chemical shoes have not 
been adaptable for industrial and other special purpose 
uses. But manufacturers claim recently to have developed 
various types of synthetic footwear designed to compete 
with either rubber or natural leather in certain lines. 

Chemical uppers for overshoes and galoshes are replac- 
ing rubber. However, there is not much of a competitive 
threat here, as producers of rubber footwear are in many 
cases also producers of the new chemical shoes. 

To give you an idea of how chemical shoes compare in 
price with leather shoes, take a look at these figures: A 
leather shoe of medium quality retails for about Y3,000. 
The chemical counterpart retails for not more than Y500 
to Y700. More and more Japanese in the low- and middle- 
income brackets are buying the chemical shoes. Although 
they are not as comfortable, purchasers can discard chem- 
ical shoes when they begin to show signs of wear, whereas 
leather shoes must be periodically repaired at considerable 
(in Japan) expense. 

The Japanese manufacturers of chemical shoes believe 
that style-conscious women with limited incomes would 
rather own several different types of chemical shoes, all 
in the latest style, than only a single pair of leather shoes. 

There are at present about 50 large manufacturers of 
chemical shoes, employing upwards of 600 workers. These 
firms may produce as many as 2,000 pairs per day. On 
the other extreme are the “cottage manufacturers,” with 
6 to 12 employes, turning out as few as 50 pairs per day. 

The principal export markets for the Japanese chemical 
shoes today are the Middle East, Southeast Asia, Central 
America, South America, and Africa. In Africa, the chem- 
ical shoes are giving stiff competition to the British shoes. 


Narrowest Shoe Store 


THE Johnston and Stewart children’s store, Medford, 
Oregon, is probably the narrowest juvenile shoe store in 
the country. The store is 65 feet long and 9 feet wide. 
The front 37 feet are used for fitting and the back part, 
separated by a wall, is used for storage. The storage area 
widens out to 15 feet. 

The store will seat 16 people. All the customers are 
seated on one side on upholstered benches and there is an 
eight foot raised fitting platform between benches on the 
same wall. On the wall opposite the fitting platform 
there is a wallpaper mural with a nursery rhyme theme. 
Against that wall there is also a compact sock bar with 
storage drawers underneath. 

The problem presented by the store’s narrow width was 
solved largely by spacing the seating and fixtures so that 
nothing is directly across from something else. The prob- 
lem of opening the door, which swings inward, was solved 
by putting the desk at the back. 

The store is owned by Earl Johnston. Robert Stewart 
is buyer. 
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Forged Government Checks 
[CONTINUED FROM PAGE 68] 


What can you do to protect yourself 
in the event a stranger or a new cus- 
tomer you know only slightly asks you 
to cash a government check? Here are 
six safeguards suggested by the 
Secret Service and by insurance com- 
panies: 

1. Insist upon the most complete 
identification you can get, and keep 
in mind the Secret Service warning: 
“Actually there is no one form of 
identification which cannot be dupli- 
cated.” Letters may be _ worthless; 
thieves often steal them while they’re 
taking the checks. Social security 
cards are frequently stolen. Many 
captured forgers have told the Secret 
Service they used only the printed 
“identification” cards that come with 
new wallets. 

Ask the stranger where he lives 
and where he is employed. Size him up 
to determine if you can whether the 
check logically belongs to him. Secret 
Service files contain cases of 12-year- 
old boys who have cashed stolen checks 
plainly marked “Old Age and Survivors 
Insurance.” 

If the check represents a regular 
benefit, such as social security, it’s a 
good idea to ask: “Where did you 
cash your check last month?” An 
evasive or indefinite response may warn 
you against cashing this one. 

The best possible procedure, says the 
Secret Service, is to have the stranger 
identified by a reliable person known to 
you. It adds that you should always ask 
yourself: “If this check is returned as 
a forgery, can I locate this customer 
and recover my loss?” 

2. In cases where adequate identifica- 
tion is not possible, the Secret Service 
suggests a series of “trick” questions: 

YOU: Charles Jones? By any chance 
Frank Jones’ brother? 

STRANGER: Well, I——uh no. 
That must be a different Charlie Jones. 

YOU: Mm-hmm, I see you live at 
115 Elm St. (The address on the 
check is 151 Elm.) That’s right next 
to the new school, isn’t it? (There’s no 
school there.) 

STRANGER: Uh 

YOU: Say. you must know Pete 
Grant. (This is your own name.) 
Seems to me he lives at 110 Elm. That 
must be just across the street from 
you. (You live on another street.) 

STRANGER: I think so. I——I 
haven’t lived out there very long. 

By this time you know the stranger 
has no right to the check he wants you 
to cash. Tell him you have to go to 
your office or another part of the store 
to get the money, take the check with 
you, and call the police. You’ll be doing 
a favor for other merchants in your 
community as well as for yourself. 

3. If you don’t know what a govern- 
ment cheek looks like make it a point 
to find out today. Your banker will 
help you. Sound like a silly warning? 
A New York grocer once cashed a 


yes, it is. 
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negative photostatic copy of a govern- 
ment check. An Army deserter bought 
a book of blank checks at the dime 
store, typed in the name of the non- 
existent “Quartermaster’s Bank of the 
U. S. Army” at the top of each check, 
wrote them out to a mythical sergeant, 
signed them with the name of a 
mythical major, and cashed almost 
$4,000 worth with merchants and phy- 
sicians before the Secret Service 
caught him. A woman in Chicago re- 
ceived a formal “Notice of Discon- 
tinuance of Allotment Pay” advising 
her she no longer was eligible for 
$137.10 a month. A tradesman cashed 
it. 

4. Insist that a stranger endorse the 


check in your presence. If he says it 
already has been endorsed, tell him to 
endorse it again. Turn it over. Be sure 
the endorsement corresponds in every 
detail with the name of the person to 
whom the check is issued. Not long 
ago a woman walked into a midwestern 
furniture store, ordered a bedroom 
suite, proposed that the store accept a 
$30 down payment and give her $90 
cash out of a $120 government check 
with the understanding she would pay 
the balance and arrange for delivery 
a week or so later. The salesman 
agreed, asked her to endorse the check. 
She turned toward a nearby table and 
wrote something on the back of the 

[TURN TO FOLLOWING PAGE, PLEASE] 








SPORT KING and SPORT QUEEN 


ICE SKATES 


with 


genuine Canadian blades 


A complete quality- built 
in-stock line for men, 

women, boys and girls. 

All made on new technically 
designed lasts for correct fit 
and comfort. Unmatched values. 


MEN'S HOCKEY SKATE, #1120 

Black cowhide uppers. Wine box toe and 
trim. Sizes 5-13. Your cost $7.80. 

BOYS’ HOCKEY SKATE, #1100 

Black cowhide uppers. Wine box toe and 
trim. Sizes 12-5. Your cost $6.65. 

MEN’S FIGURE SKATE, #1240 

Black elk uppers. Sizes 4-13. Your cost $9. 
BOYS’ FIGURE SKATE, #1210 

Black cowhide uppers. Sizes 12-5. Your 
cost $6.65. 





FOR SMALL ORDERS 


LADIES’ FIGURE SKATE, #1215 
White cowhide uppers. Sizes 4-10. Your 
cost $7.80. 


LADIES’ FIGURE SKATE, #1220 
White elk uppers. Sizes 4-10. Your cost 
$9.00. 


GIRLS’ FIGURE SKATE, #1200 
White cowhide uppers. Sizes 12-5. Your 
cost $6.65. 


Net F.0.B. Boston « Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., 


Manufacturers « Distributors 


BOSTON 11, MASS. 
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shoe comfort 
for your 
Customers 
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or toe, and adjusts for corns 


Complete with 
standard set of 
5 lasts, 8 bunion 


MANUFACTURERS OF 


MERICAN 


411 EAST GANO AVE 


Build customer good will by 
making your shoes conform 
to your customers’ feet, 
despite any foot troubles they 
might have. The Landis 
Comfortizer adjusts any part 
of the shoe... 
or heel section, raises instep 


or bunions. Automatically 
adjusts for right or left shoes. 


2 White Joday for 
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ST.LOUIS 7.MISSOURI 


DALLAS er SHOE FAIR 


November 10, | 


THE LARGEST REGIONAL SHOE FAIR 
OVER 500 LINES 
DISPLAYING IN FOUR HOTELS 
ADOLPHUS, BAKER, SOUTHLAND 
AND STATLER-HILTON 


SOUTHWESTERN SHOE TRAVELERS ASS'N 


ROOMS 215-224 Southland Hotel 
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Forged Government Checks 
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check. She got her $90, and the sales- 
man tossed the check in the cash regis- 
ter. Next morning the cashier found 
a line had been drawn through the en- 
dorsement and underneath was the 
legend: “No good — this check was 
stolen.” The store lost $90 because the 
salesman failed to check the endorse- 
ment. 

5. Initial all checks you cash, along 


with a notation of the identification 
offered, and the date. If the stranger 
shows you a social security or an air- 
line credit card, copy the account num- 
ber. Such data may help investigators 
in the event the check was forged— 
and thus increase your chances of re- 
covering your loss. 

6. If you have the slightest doubt 
about a check’s worth, insist that the 
customer make a purchase, no matter 
how modest, and give him his change 
out of the cashed check. This policy, 
desirable in any case, is imperative in 


the event you are covered by forged 
check insurance. 

Practically all insurance companies 
stipulate that protection applies only 
if the bad check is accepted in the 
course of a purchase. If you cash a 
forged check without making a sale 
you may find you can’t recover a thin 
dime from the insurance company. The 
gimmick is designed to discourage re- 
tail merchants from going into the 
check-cashing business for a fee, and 
then sticking the insurance companies 
for the losses. 


Shoe Store Conducts Wear-More-Shoes Campaign 
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Sem Sullivan Shoes, Laredo, Texas, ran eight advertisements similar to those shown in one issue of the Laredo Times. They 
were followed up with one a day for several months. This is a part of a wear-more-shoes campaign the store is conducting. 
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Quality Care for 
All Smooth Leathers, 
especially Patents 


Now! For those who prefer the best 
CAVALIER LEATHER BALM 


«+. @ superior dressing of creamy 
consistency that especially preserves 
the tanners' art of fine tone and 
finish, while maintaining leather flex- 
ibility. A good unit sale with liberal 
return for dealer and salesmen, 


A great Balm for... 


®@ shoes @ belts 
@ handbags ® luggage 
®@ wallets ® sporting goods 


75e 


with retail shoe 
salesman’s reward 


Order from your findings 
wholesaler or direct from 


CAVALIER COMPANY 
BALTIMORE 30, MD. 
A generation of serving 











the Shoe Trades exclusively 


1957 
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Spring Shoe Show, Northwest Shoe Trav- 
elers Association, Hotel St. Paul, St. 
Paul .. -Nov. 2-5 

Detroit Shoe Fair, Michigan Shoe Trav- 
elers Club, Wolverine Hotel, Detroit 

Nov. 3-5 

Spring Shoe Show, Pacific Northwest 
Shoe Travelers, Olympia and New 
Washington Hotels, Seattle ....Nov. 3-5 

Fall Banquet, Central Pennsylvania Shoe 
and Leather Association, Penn-Harris 
Hotel Harrisburg ..... -Nov. 7 

Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, Des Moines, la. 

Nov. 10-11 

Shoe Show, The Ohio Shoe Travelers 
Club, Deshler-Hilton Hotel, Colum- 
bus, O. .Nov. 10-12 

Spring Shoe Show, ‘Indiana ‘Shoe Trav- 
eler's Association, Claypool Hotel, In- 
dianapolis ... Nov. 10-12 

Spring Shoe Show, "Boston Shoe Travelers 
Association, Parker House, Boston 

Nov. 10-13 

Spring Shoe Fair, The Southwestern 
Shoe Travelers Association, Adolphus. 
Baker, Statler-Hilton and Southland 
PUNOOEe TOU oh osks ekcancces Nov. 10-13 

Spring Shoe Show, Southeastern Shoe 
Travelers, Inc., Henry Grady, Dinkler 
Plaza, Peachtree and Piedmont Ho- 
tels, Atlanta bs .Nov. 10-13 

Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh _.Nov. 16-19 

Pacific Travelers’ Shoe Show, Hotel Van- 
couver, Vancouver. B. C. Nov. 16-21 

Heart of American Shoe Show, Central 
States Shoe Travelers. Hotels Muehle- 
bach and Phillips, Kansas City. Mo. 

Nov. 17-19 

Shoe Show, West Coast Shoe Travelers 
Associates, Inc., Biltmore and Alex- 
andria Hotels, Los Anceles Nov. 17-20 

Spring Shoe Show. Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City .. Nov. 24-25 

Spring Shoe Show, Mountain States 


Shoe Travelers Association, Albany 
Hotel, Denver Nov. 24-26 
Grand Rapids Shoe Fair, Michigan 


Shoe Travelers Club. Pantlind Hotel, 
Grand Rapids, Mich. .. .Nov. 24-26 
Spring Shoe Show, The Middle Atlantic 
Shoe Travelers’ Association, Inc.. Ben- 
jamin Franklin Hotel, Philadelphia 
Nov. 24-27 
Spring Shoe Market, Midwest Shoe Trav- 
elers' Association. Morrison Hotel, 
Chicaao . Nov. 24-27 
Popular Price Shoe Show of America, 
Hotels New Yorker, Sheraton-McAlpin 
and the New York Trade Shoe Build- 
ina, New York City Dec. 
Market Week, Boot and Shoe Travelers’ 
Association of New York, at the Mar- 
bridge Bldq., Empire State Bldq., and 
at 112 West 34th Street, New York 
Dec. |-5 


i es 
Shoe Show and Convention, Empire 


State Footwear Association, Inc., 

Hotel Onondaga, Syracuse, N. Y. 
Jan. 19-21 

Sprina and Summer Showina. Mid-At- 


lantic Shoe Show. Benjamin Franklin 

Hotel, Philadelphia Feb. 2-4 
Tenth Factory Management Conference, 

National Shoe Manufacturers Associa- 

tion, Netherland Plaza Hotel, Cincin- 

nati Feb. 15-18 
Allied Shoe. Products ond Style Exhibit, 

Fall and Winter, Sheraton-McAlpin 

Hotel, New York City Feb. 22-25 
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NOW-FOR AMERICA’S 
INFANT ROYALTY 





GOLD BROGANDI 


JUST LIKE THE ONES WE 
MADE FOR A PRINCESS 


They’re precious — and loaded with 
gift appeal. Cradle-Moes, of course, in 
sizes 0 to 3. Nicely gift-packaged in a 
special gold box, too. 


You may assure your customers that 
Evans Gold Brogandi is perfectly suit- 
able for a baby’s shoes. It is soft and 
pliable. It dries out soft when wet. It 
may be cleaned with soap and water, 
and is absolutely harmless if the baby 
decides to chew on it. 


Sales Possibilities are Golden, too. 


You should stock Gold Brogandi 
Buntees because they are simply 
adorable, and because they already 
have proved themselves profitable 
extra sales makers. Write today for 
complete details by return mail. 
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R. J. POTVIN SHOE CO, 
BROCKTON, MASSACHUSETTS 
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STAY AT THE 


neraTon-\{SAvPin 


YOU CAN GO ANYWHERE 
IN A TWINKLING! 


OUR LOCATION’S GOOD AS MAGIC — saves you 
footsteps, time and money. For we're right in the middle 
of the shoe market, close to countless wholesale sources. 
New York's fashion center lies at your feet.—Just steps 
from Empire State Building, subway bus and air Termi- 
nals, Lincoln Tunnel. Times Square theatres, night clubs, 
Radio City, Grand Central—all easily accessible! 


MODERNIZING THROUGHOUT—Fashion and com- 
fort, so important to your shoe business, mean a lot to 
your living quarters too! You'll get more enjoyment out 
of your New York trips by staying at the Sheraton- 
McAlpin. We've been remodeling, redecorating, making 
every inch sparkling new—lobbies to bedrooms and 
broom closets. Every room with new RCA 21” TV, plus 
full-range radio. Many rooms air-conditioned. And for 
pleasure, or pleasure combined with business—attractive 
dining rooms, meeting rooms, exhibition rooms. There’s 
our new Minute Chef and Town Room, for a snack or a 
hearty meal—plus our new Cafe Lounge featuring smart 
entertainment. You enjoy every minute at the Sheraton- 


McAlpin! 


N.Y. HEADQUARTERS FOR THE SHOE INDUSTRY 


HeRATON-\{°ALpin 
Hore. 


Ante Heart of the Pen Anne, 


BROADWAY AT 34th STREET 
George D. Johnson, General Manager 
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Shoe Fitters and ‘Arithmetic’ 


The retail shoe business is sorely in need of a good 
diagnostician, or shall I say, the average retailer is very 
much in need of a course in elementary arithmetic. 

Read the ads in the “Salesmen Wanted” columns and 
they want men 30 or 35 years of age with 40 years of 
shoe experience. 

A young man just out of high school, 18 years of 
age, is rarely interested in retailing. 

Even if he did enter the retail shoe business, he would 
not be given an opportunity to sell shoes in a high priced 
novelty shop or one catering to strictly orthopedic foot- 
wear. No woman would allow her child to be fitted by a 
man youngster who could not gain the confidence of the 
mother. The only avenue of employment open for these 
youngsters is the chain store selling the very inexpensive 
types of footwear. 

There is only one course left for the retail merchant 
who sells quality footwear if he wishes to hold the trade 
he now has and to attract new customers into his store. 
He must employ at least one or possibly two men, over 
fifty years of age, who have had good schooling in the 
shoe industry. Men who know foot anatomy and shoe 
construction; who can fit shoes intelligently and show the 
customer why she has been having difficulty even though 
she has been buying better shoes. This knowledge can 
only be gained by many, many years of retailing experi- 
ence. 

The best salesmen and fitters are men who have 
worked in many different types of stores and who have 
learned something from each of their employers. One 
man can never teach everything there is to know about 
proper fitting and selling. You must go from place to 
place and use to advantage all the things you have 
learned. 

You may ask, where are these men to be found? Very 
few have remained in the business. 

The chains, and, yes, some of our better individuals 
and better department stores included, would rather 
have three men at $60 than one good man at $125 or 
$150 per week. 

I am now 57 years of age and have been in the retail 
business for 40 years. 

I am now working in a store that specializes in foot- 
wear for the handicapped. 

Recently I applied for a position with a prominent 
men’s shoe shop selling shoes from $14.95 up. 

I guaranteed that no man will ever return a shoe for 
improper fitting and that if ever a complaint of that 
kind came in and I was at fault, I would assume full 
responsibility, that is, I would give the customer a new 
pair and pay for them myself. What was the reply? 
Too old and we need a younger man. Just looked in a 
trade paper and I see their ad again. 

Just when will they learn that you can’t do the im- 
possible. Somehow, wisdom is not usually found in 
teenagers. 

CHARLES PIKE 
DOHM SHOE COMPANY, 
NEW YORK CITY 


How About ‘Wearable’ Shoes for Ads? 


I would like to call your attention to an advertising 
situation that I believe is detrimental to the women’s 
high grade, high style shoe business. 

Taking as an example the advertisements of high 
priced women’s footwear in The New York Times of 
Sunday, September 22, every advertiser in the $23.95 to 
$42.95 price group features, exclusively, the pointed toe 
slim heel pump. This pattern is followed every week. 

[TURN TO PAGE 86, PLEASE] 
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Herbert Levine Puts Faith 


BEVERLY HILLS, CALIF. — Extreme 
decoration and much use of color is 
seen ahead by Herbert Levine, maker 
of women’s high fashion shoes. Here 
to visit his exclusive southern Califor- 
nia outlet, Joseph Salon Shoes, and to 
present his new collection, he hosted a 
tea for patrons of the combination shoe 
store and permanent art gallery and 
made this prediction: 

“I feel the highly decorated shoe will 
be important because I am firmly con- 
vinced that a much shorter hemline is 
in the offing. I believe that by spring, 
the hemline will be at least 15 inches 
off the floor instead of today’s 12, and 
the short line calls for pretty, well- 
decorated shoes to show off the leg.” 

The shoes displayed in his collection 
carried out this theme. 

Mr. Levine produces strictly high- 
fashion shoes in the stratosphere end 
of the price line and decoration is high. 

Many evening pumps shown carried 
hand-embroidered silk flowers on the 
surfaces, done especially for him in the 
Orient and imported to his finishing 
rooms. Decorated and jeweled heels 
formed an important style note, while 
several patterns carried an over-all 
pattern of metal bosses studded into 
the leather. 

Fabrics form an important part of 
the collection, with much use of water- 
marked silk, satin, and unusual sur- 
faced and textured cloths. The true 
needle toe influences almost everything 
shown. 

Suedes and soft brushed leathers al- 
alternate with grained, textured, and 
pebbled surfaces. Colors are used richly 
in the line, with a sort of golden olive 
shade being a standout, Mr. Levine 
feels that the current passion for 
blacks and dark browns will have ex- 
hausted itself by spring and the next 
trend will move toward rich hues. 

“There will be different kinds of 
colors” he predicted, “alive and vibrant. 
Instead of cherry reds, there will be 
‘hot’ reds, with a lot of orange in them. 
Blue greens and chartreuse yellow will 
also be popular. This also accounts for 
our big interest in textiles, since to get 
these vibrant colors we had to go to 
fabric to produce them.” 

Mr. Levine also felt his regular visit 
to southern California was important 
because it permits him to talk directly 
to customers and check their reactions. 
He feels that this is the bellwether 
area of the nation for getting early 
reactions to new ideas. 

“Because of its climate, this area 
offers the shoe industry a 12-month 
proving ground that is unexcelled any- 
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in Highly-Decorated Shoe 


where,” he said. “If you want to know 
how a shoe will go nationally, intro- 
duce it first in southern California.” 


Herbert Levine, owner of the shoe manu- 

facturing company bearing his name, 

shows a few of the high-fashion shoes 

featured in his fall collection. Occas- 

sion was his annual visit to Joseph Salon 

Shoes, exclusive Beverly Hills establish- 
ment that features his line. 

Mr. Levine, still in his thirties, has 
as his partner in his shoe producing 
firm his wife, Beth Levine. He handles 
factory management, selling and busi- 
ness details, while Mrs. Levine is re- 
sponsible for the ultra-fashionable de- 
signs. Together, they have built a solid 
busines in the high-style field in only a 
few short years. 


Long Beach Burt’s Reopens 
After Some Needed Time-Out 


LonG BEACH, CALIF. — Burt’s Shoe 
Store, absent from Long Beach for the 
past 18 months, has returned with a 
new store, exclusively for women’s and 
misses’ Stylepride footwear, at 341 
Pine Street. 

Established in the harbor city some 
30 miles southwest of Los Angeles in 
1932, Burt’s was out of the picture 
temporarily because the building in 
which it was located had to be torn 
down. 

The new unit has a soft, ultra-mod- 
ern front, a facade of stucco with a 
vertical strip of mosaic tile. The con- 
temporary decor of the interior is com- 
posed of contrasting basic neutrals of 
gray, natural and white with bright 
touches of coral and blue. 

Burt’s is a chain with 49 stores 
throughout the United States, seven of 
them in California. 

The Long Beach store was opened 
by Joseph M. Arenson, vice-president. 


Juvenile Footwear Changing 
Toward Light, Flexible Style 


PouGHKEEPSIE, N. Y.—Juvenile foot- 
wear is undergoing some revolutionary 
changes. Key to this trend is the soft- 
light-flexible shoe—a definite departure 
from the conventional heavy and 
“sturdy” footwear that has for so long 
dominated the juvenile field. 

This was the theme of a talk deliv- 
ered by William A. Rossi, field editor 
of BOOT AND SHOE RECORDER, before 
the Hudson Valley Pediatric Society, 
and attended by more than 100 New 
York State physicians and pediatricians 
at the Poughkeepsie Inn here. 

Mr. Rossi said, “any form of stiff 
sole is a serious foot health hazard, 
despite its illusory economic attraction 
of long wear.” 

He declared that a stiffer sole and 
denser fibers result in a non-porous 
shoe adding weight. The non-flexible 
sole prevents normal development of 
the foot muscles and arch, retards 
healthy development of the whole foot. 
The non-resilient sole prevents normal 
toe-gripping action. 

“The rigid or even semi-rigid sole, 
commonplace even in this medically en- 
lightened day, is an obstruction to the 
development of natural gait and foot 
balance in children,” said Mr. Rossi. He 
said that the medical trend was 
strongly toward the flexible-resilient- 
porous soles. 

In discussing the added-weight 
factor, a feature often overlooked in 
juvenile footwear, Mr. Rossi said a 
differential of four ounces a pair be- 
tween a light and heavy juvenile shoe 
results in an accumulation of four 
extra tons of lifted weight per day for 
the active child taking an average of 
32,000 steps a day. 

The speaker mentioned shoe compo- 
nents, materials and constructions in 
relation to child foot health and devel- 
opment. On the subject of lasts, he 
sought to show that, according to ortho- 
pedic testing techniques, the straight 
last shoe was the best adapted to the 
average normal foot—because the foot 
itself, as shown by podometric exami- 
nations, was a straight-last structure. 


London Self-Services Shoes 


LONDON—A closed circuit television 
set in the shoe display window of Dolcis 
Limited here tries to excite the interest 
of passersby by relaying the scene from 
the lower ground floor where the firm’s 
new self-service shoe department is 
operating. 

The department, at 303-307 Oxford 
Street, halfway between Oxford Circus 
and Bond Street, is London’s largest. 
More than 4,000 pairs of women’s shoes 
are on display, with different styles in 
each size. They are in a wide range 
of prices. 

Slippers, handbags, hosiery and ac- 
cessories from a wide selection are also 
on sale. 





London Show Accents Variations Rather than Strict Pointed Toe 


The smart suede house bootee above, is ankle high for 
extra warmth. It is sheepskin-lined throughout and has 
attractive dog tooth trimming. Named "Shetland," if has 
a sole in flexible, hard-wearing polymer. It is available in 


black, forget-me-not-blue, green and red. The asymmetrical 

bandeau mule, right, comes in black and multi-color straw 

with cork-covered wedge and a Fethertex outsole. It is a 
new 1958 style. 


By F. C. LIVINGSTONE 


LoNDON—Britain had its best year 
ever as a shoe exporting country in 
1956 and is making an all-out effort 
to improve on last year’s figures with 
this season’s new styling. 

At the Fashions in Footwear Show 
at the Washington Hotel, here, at the 
beginning of October, the accent was 
definitely on lower heels and less 
sharply pointed toes than last year, 
although there was a hangover from 
the ultra-slim heels in some of the 
models, probably to allow retailers to 
clear some of the extreme models left 
over from last season by showing a 
few similar shoes as this year’s styles. 

On the whole, fashion glances back 
a quarter of a century or so to bring 
the bar strap back in favor, either 
straight across the instep or lower 
down the vamp. Sometimes the bar 
becomes a vamp trimming, often in a 
contrasting material or color and fast- 
ened with a small button. 

With the bar come other variations of 
the strap look: the T-strap, the X-strap, 
the Y-strap, and even, what one de- 
signer calls, the TV-strap. These are 
not always so geometrical as the letters 
might indicate, but are gracefully 
curved and frequently partly elasticized 


so that they cling comfortably to the 
foot. 

The accent is also very much on the 
shape of the shoe; the pointed toe is in 
all ranges now, even in a modified form 
on casuals and walking shoes. However, 
whereas earlier pointed toe lasts for 
high-fashion shoes were made mainly 
to suit a design embodying a long 
vamp, a new version allows for a 
slightly shorter vamp and it is here 
that the strap comes in—riding low 
over the instep and producing plain 
but superbly elegant styling. 

New, too, is the chisel toe, looking 
just as though the extreme point has 
been sliced off with a carpenter’s tool. 
This squared-off end is seen on the 
one-inch as well as on the medium- 
height heel. 

Having abundantly proved that no 
heel point is too fine or stem too 
slight for them to make, shoe makers 
have turned to different shapes and 
heights. 

The Poiret heel, slender, waisted and 
with a larger top piece, appears fre- 
quently and there is also the Charles- 
ton heel—an interesting low, fat, heel 
which suddenly turns in at the bottom 
to a third of the size. The predominat- 
ing heel-height is two or two-and-a-half 
inches, frequently delicately curved. 


There are, of course many high heels 
to be seen but the trend is more to- 
wards the mid-high and the little heel. 

Possibly the most unusual heel of 
the new season is a ceramic one on an 
Italian sandal which comes from Pisa. 
This china heel is egg-shaped and gaily 
colored and is matched by a small cer- 
amic trim on the front of the sandal. 
Another novelty from Italy is a sum- 
mer sandal with a shaped and stitched 
insole looking like a golden footmark. 

An analysis of the colors to be seen 
this year reveals that about 10 per cent 
of the winter shoes on show are black, 
a perennial favorite. Next in popularity 
come all the shades in the brown group, 
including beaver, mushroom, taupe, 
tamarack and acorn, and there are also 
some reds and olive greens. 

The colors for spring and summer 
are the creamy variations of off-white 
(stark white, not always appropriate 
to the British weather, is very seldom 
seen). These creamy tones range 
through all the variations of the beige- 
gray-pastel groups, and cover ivory, 
parchment, silver birch, bone, wheat, 
string, oatmeal, vanilla, yellows and 
pale blues, and the “blushing beige” 
shades. Mountie red, Foxglove red, and 
brilliant, rich blues are among the 
stronger colors forecast for next year. 


Above is the woman's version of the new Norvic shoe for 
motorists. They are styled in two-color suede to match 
contemporary auto styling. For men, there are all-over 
colors in brown, gray and green suede. The patent snap 
fastener can be adjusted by a flick of the finger. Vamps 
are perforated. Flexible gristle rubber soles are hard- 
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wearing and non-slip. The heels are specially hollowed out 
and rolled. They are shock resistant, give complete free- 
dom of movement. The sandal, right, is new from Italy. It 
features a ceramic heel and matching button trim. The egg- 
shaped china heel is colored in red, yellow and green. The 
heel piece is leather. It retails in England for about $8.40. 
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The classic court shoe, above, is dubbed, “Bridge Fiend." 
Made on a pointed last and with a three-inch heel, it has a 
novelty trim of a heart, spade, club and diamond in red 
and black. It is made in alabaster kid in the new spring 
color, “Silver Birch." Approximate retail price in England 


Two-tone effects are created in some 
of the styles by the use of velvety deep 
pile suedes, and different shades of the 
same color are often used to add in- 
terest and to draw attention to the 
texture of the materials. 

A high premium is put on comfort 
in all the shoes exhibited. Cushioned 
insoles and discreet elasticizing are em- 
ployed in high fashion as well as play 
and walking shoes. The very soft tex- 
ture of the leathers used—matt glace 
kid, calf, and brushed suedes—all add 
to the flexibility, and nowadays it is 
certainly no longer necessary for feet 
to suffer to be beautiful. 

A new range combines fashion and 
comfort in styles specially designed for 
the older woman with wider-than-aver- 
age feet. Made for the woman who, al- 
though she has difficult feet, wishes to 
wear fashionable shoes, they incorpo- 
rate pointed toes, slim heels and all the 
latest trends in footwear without the 
width being noticeable. 

Auto drivers are another group spe- 
cially catered to this year. There is a 
new and extremely practical shoe de- 
signed expressly for them. The manu- 
facturers have incorporated every 
point they can think of to make it com- 
pletely fool-proof and functional. It is 
in soft, flexible suede, punched for 
coolness, with lightweight non-slip 
soling, and heels shaped to make move- 
ment easy and accurate. There are de- 
signs for men and for women drivers, 
who if they wish can have them in dif- 
ferent two-tone colors to match their 
autos. 

Styles for men are flexible and light- 
weight, and there are sleek, narrower, 
tapered toes, including the chisel-toe 
shape. Continental fashion trends in- 
fluence English shoes in new ranges of 
informal shoes for men. There are a 
number of plainer, higher - fronted 
styles, with more use of elasticizing and 
fewer buckles and laces, and a revival 
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of elastic side gussets. 

Dark aniline leathers are much used 
for winter wear; suedes are partic- 
ularly prevalent, and two-color and 
two-leather designs are as popular in 
men’s shoes as they are in feminine 
footwear. Black, teak, oak, olive green 
and dark brown are colors forecast for 
the winter and there are brighter 
colors in suedes for next year. Spice, 
burnt and golden oak, and bamboo calf 
are some of the colors prophesized for 
men’s wear next spring and summer. 

Manufacturers who specialize in 
children’s shoes also exhibited at Fash- 
ion in Footwear and the latest styles 
for teenagers were included in their 
ranges. 

Not only were all the leading British 
shoe makers in this show, but also 
many makers from Switzerland, Italy 
and Portugal also displayed their mod- 
els for next year. 

Lady Eccles, wife of the president 
of the Board of Trade, performed the 
official opening ceremony and praised 
the skill and imagination of shoe de- 
signers and salesmen throughout the 
world. 


Shoe Women to Answer 
Fashion Queries at the Fair 


CuIcaAGco—A special fashion consul- 
tation service was provided at the 
1957 National Shoe Fair here by Shoe 


Women Executives, Inc., a national 
organization of women leaders in the 
fields of shoe design, manufacture and 
retailing. 

For two days, October 29 and 30, 
members of the SWE were available 
at the Conrad Hilton Hotel to answer 
questions visiting retailers might have 
on shoe fashions and merchandising. 

Consultation hours were from 4-6 
P.M., Tuesday, October 29, and from 
10 A.M. to noon, Wednesday, October 
30. The consultation room was sit- 


is $12.50. The center photo shows the extreme flexibility of 
the Norvic motoring shoe, shown full length on the opposite 
page. The oatmeal Cambrian crushed grain calf, right, is a 
semi-classic stiletto-heeled court shoe with a high vamp 
emphasized by restrained punching and stitching. 





uated in Private Dining Room Five on 
the hotel’s third floor. 

The SWE, which presented a foot- 
wear fashion preview, “Inside Shoes 
U.S.A.” as a special shoe fair feature, 
also distributed a booklet on fashion 
merchandising. 


Mademoiselle Shoes Showing 
Emphasizes Bright Colors 


New York—Color is the big story 
for spring and summer in Mademoiselle 
Shoes. Three bright colors — bright 
blue, bright red and bright green—are 
featured alone and in combinations. 

In the “Abstract Pump,” slated as 
the leading promotion shoe, four colors 
are used, both the brights and a com- 
bination of neutrals. T-straps are a 
favorite silhouette in the new Made- 
moiselle collection and bright colors are 
attractively combined in these—bright 
green and bright blue or bright red and 
a rosy red. A bright new pink adds a 
fourth “bright” to the line. 

White with any one of these colors 
is a favorite treatment. White used 
with the bright blue or the bright red, 
furnishes the nautical theme. 

A “Razzle Dazzle” stripping sandal 
is a striking combination of the tri- 
colors. Yellow is effectively combined 
with white in a T-strap. Such neutrals 
as Linden green or Bone are also liked. 

Prints give plenty of opportunity to 
introduce color. In an exclusive Italian 
imported print on hemp, “Pretty Posy,” 
gay flowers are scattered over a white 
ground. Red flowers on black make an 
effective print. 

In addition to closed pumps and T- 
straps, the collection includes V-throat 
straps and ties, one a side lace, and one 
a “Facet Toe”—square—ghillie. An in- 
step strap, slightly raised, further il- 
lustrates the emphasis laid on straps 
by Mademoiselle Shoes, as noted by 
Carolyn Saks during an informal show. 
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Retailers Awarded Reno Trip 
By Mountain States Group 


DENVER—Named “the most typical” 
shoe retailers to attend the Fall Shoe 
Show in Denver by the Mountain States 
Shoe Travelers Association were the 
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Mr. and Mrs. R. F. Fowler (left), Colo- 
rado shoe retailers, bid goodbye to Tex 
Lindley, a director, and Sam J. Stone, 
vice-president of the Mountain States 
Shoe Travelers Association, at Stapleton 
Airport, Denver, before leaving on their 
three-day Reno, Nev., vacation awarded 
them by the association. 


R. F. Fowlers, 2175 Dover Street here. 
The Fowlers were awarded an expense- 
paid three- ree-day vacation by the shoe 


travelers, but did not take the trip un- 
til after the peak of their “back-to- 
school” business. They were taken on 
a Western Air Lines champagne flight 
to Reno, Nev., where they stayed at 
Harold’s Club. 

Mr. Fowler is associated with the 
three Patrick’s Shoe Stores here and 
one in Boulder, and has been in shoe 
retail business here for many years. 


Retail Shoe Sales Increase 
In St. Louis Reserve District 


St. Lours—Department store sales of 
shoes in the Eighth Federal Reserve 
District were up for the month of 
August, according to figures recently 
released. 

Sales of women’s and children’s shoes 
in department stores in the area were 
up four per cent as compared to Au- 
gust of last year, an average of up 
four per cent for St. Louis, up eight 
per cent for Louisville, up one per cent 
for Memphis, and up 10 per cent for 
Little Rock. 

Children’s shoes were listed as up 11 
per cent for the district for August, 
as against August, 1956. 

Men’s and Boys’ shoes and slippers 
went on record as up 16 per cent for 
the district for August. Biggest gain 
was from the Little Rock area, where 
department stores sales of shoes were 
up 31 per cent. 

Stocks on hand in department stores 
on August 31, as compared to August 


31, 1956, were as follows: stocks of wo- 
men’s and children’s shoes, down three 
per cent; stocks of men’s and boys’ 
shoes and slippers, down three per cent 
for the district. 


Vermont Retailers Bow 
To Ban on X-Ray Machines 


MONTPELIER, VT.—X-ray shoe-fitting 
machines have been removed from all 
but seven shoe stores in Vermont and 
these remaining machines are not being 
used, it has been reported here by the 
State Department of Health, which 
banned installation or use of the de- 
vices some time ago. 

In the few shoe stores where the ma- 
chines have not been removed, the 
power supply has either been cut off or 
sealed and the owners have given as- 
surance that the equipment will be dis- 
posed of soon, according to the board. 

In passing its regulation banning the 
X-ray machines, the State Health Com- 
mission held that there was medical 
evidence of radiation hazard resulting 
from repeated use of the devices. 

The ban now eliminates one source 
of unnecessary radiation exposure, par- 
ticularly to children, it was stated by 
Harry B. Ashe, director of the Division 
of Industrial Hygiene. 

“Vermont’s retail shoe dealers have 
been very cooperative and readily ac- 
cepted the regulation of the commis- 
sion,” he said. 
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Town and Country’s New Line 
Has New Materials and Color 


NEW YorK—News in Town & Coun- 
try Shoes’ new line includes a pointed 
toe for the first time on a 12/8 heel, a 
new textured leather, a new material 
called ““Tweedling,” a mesh-like veiling, 
lots of color in flats. 

Color is an important part of the 
styling of the new shoes, according to 
Barbara Trent, company fashion au- 
thority. She lists them as follows for 
the coming spring: black patent with 
some gunmetal, navy and, in flats, 
bright red patent. Navy calf and Bene- 
dictine are also important for spring. 
Colors in flats include, besides the red 
patent, a brighter blue. Hot color will 
be yellow. 

Pinks and blues are expected to be 
popular. Color also appears in vivid 
combinations in a “Mardi Gras” striped 
fabric and a “Wild Flower” silk print 
in two shades of blue and green. A 
harlequin treatment is being used on 
flats with a pointed toe. 

Besides the new last on a 12/8 heel 
there are the 18/8 heels, 90 per cent of 
which are expected to be on pointed 
toes. A crepe or a split sole is being 
used on a one-eyelet flat. Wedge heels 
are on three heights: 10/8, a walking 
17/8 and 19/8. 

A textured leather in black and white 
or two tones of beige is a favored mate- 
rial. So, too, is the veiling mesh for 
pumps. Vinyl plastic is being used in 
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an open toe halter with a big square, 
multiple bow; also in a T-strap with 
open toe and back. Pigskin has gone 
into the one-eyelet flat. Raffia stripping 
is also being used. 

Pumps, T-straps, ties and spectators 
are all in the line. Of style interest is 
the spectator on extension sole and 
simulated stacked heel. 


Retired Hamel Leather 
President Dies in Boston 


HAVERHILL, MAss.—Arthur A. Hamel, 
retired president and sales manager of 
the L. H. Hamel Leather Company 
here, died October 25 in the Phillips 
House of Massachusetts General Hos- 
pital, Boston. He was 60 years old. 

Mr. Hamel also had been president 
of the Hamel Realty Company until 
his retirement in 1952. 

He was born in Haverhill, left school 
at an early age and worked in local 
shoe factories until 1918, when he be- 
came associated with his brother, Louis 
H. Hamel, in the leather business, es- 
tablished by the latter, two years be- 
fore. He was elected president of the 
L. H. Hamel Company in 1928, at 
which time the business was _ incor- 
porated. 

Mr. Hamel is survived by his mother, 
Mrs. Agnes M. Hamel; two sons, Stan- 
ley and Dana; four brothers, Louis H., 
Walter I., Herbert C., and George E. 
Hamel, and one sister, Mrs. Benjamin 
Crago, all of Haverhill. 
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A. S. Beck Shoes Promotions 
Affect Manager, 8 Assistants 


NEw YorK — Personnel promotions 
and new assignments involving A. S. 
Beck Shoes’ retail stores were an- 
nounced by Jack Domash, vice-presi- 
dent in charge of store operations. One 
new store manager and eight new as- 
sistant managers were named on the 
promotion list. 

Charles Hixenbaugh, formerly as- 
sistant manager of A. S. Beck’s Lincoln 
Park store in Detroit, is now the man- 
ager of the chain’s newly opened 
Southgate Shopping Center salon in 
Ecorse Township, Mich. 

Promotions to assistant store man- 
agers were announced for: 

Henry Sahajdack, Gratiot Avenue, 
Detroit; Albert Holt, Lincoln Park, 
Detroit; Thomas Alec, Southgate Shop- 
ping Center, Ecorse Township, Mich; 
David Holy, Silver Spring, Md.; Solo- 
man Roxenberg, West 18lst Street, 
New York City; Thomas Boyance, 
Westgate Mall, Cleveland and Victor 
Bailey, Southgate Shopping Center, 
Maple Heights, Cleveland. 


Thom McAn Opens in 
Wyandotte 


New YorK—Thom McAn opened its 
15th store in the Detroit area, October 
15 in the Southgate Shopping Center 
in Wyandotte, Mich. 





Marshall Field Opens Christian Dior Salon 


Shown choosing styles for the new Christian Dior shoe salon at the Marshall 
Field & Company store in Chicago, are, left, Christian Dior, Roger Vivier, award- 
winning shoe designer, center, and Frank Heep, of Marshall Field. 





Huge Shoe Bag Gimmick Heralds NSI-Look Promotion 


New YorK—The world’s biggest 
shoe bag was on display when the 
National Shoe Fair opens at the 
Palmer House in Chicago on Oct. 27, 
according to the National Shoe In- 
stitute. 

Measuring 5 feet by 10 and holding 
78 pairs of assorted footwear, the dis- 
play focused the attention of shoe 
men on the million-dollar-plus section 


of Easter shoe advertising to run in 
Look magazine next March 18 under 
the sponsorship of the National Shoe 
Institute. Theme of the promotion will 
be The American Family Shoe Ward- 
robe. 

On the pockets of the shoe bag were 
the names of shoe advertisers. Above 
will be this legend: “Behold the World’s 
Largest Shoe Bag! A Salute to the 


Great Names Supporting the Most 
Powerful Shoe Promotion the World 
Has Ever Seen.” 

Adjoining the shoe bag was a 
71-by-10-foot map of the U. S. Shoe 
men visiting the NSI-Look booth near 
the registration desk were handed 
small flags and urged to “Pin a pen- 
nant on your home town to show you 
have joined the American Family Shoe 
Wardrobe Promotion.” 

The special section in Look will be 
backed up at the local level by an 
eight-page supplement to be furnished 
all U. S. Sunday newspapers by NSI 
for publication March 16, three weeks 
before Easter. 

The free store-material was shown 
retailers at another NSI-Look booth 
on the exhibition floor of the Palmer 
House. This was in the form of 
a movie theatre, complete with mar- 
quee. An automatic projector showed 
color slides of the merchandising aids. 
Attendants will explain details. 

A feature of this booth was the 
“Money Tree,” which is to be the 
symbol of the American Family Shoe 
Wardrobe Promotion. The tree was 
a three-dimensional display with ac- 
tual shoes hanging on the branches. 


Shoes in Youngstown Center 


YOUNGSTOWN, O. — Lincoln Knolls 
Shopping Plaza, recently opened here, 
includes three shoe stores, Marsh Shoes, 
Nobil Shoe Company, and Kirby Shoes. 
All are family shoe stores. 
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Edison Marks 35th Year 


St. Louis—Edison Brothers Stores, 
Ine., which was founded in October of 
1922, celebrated its 35th anniversary 
October 17. Attending guests included 
the firm’s 26 regional managers, the 
St. Louis executive staff, the managers 


Behind a size 35 shoe, Shirley Hubinger, 
elected queen for the occasion, cuts 
the first piece of cake for Lester R. 
Fallon, president of Thom McAn shoes, 
marking the shoe chain's 35th birthday. 


of the company’s seven St. Louis area 
stores, and their wives. 

In a brief speech, Harry Edison, 
president, pointed out that the company 
has experienced tremendous growth. 

“Sales for the first full year of opera- 
tion amounted to $289,949,” said Mr. 
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Edison. “This year we anticipate 321 
stores in operation and sales in excess 
of $100,000,000.” 

Edison Brothers also held its annual 
regional managers’ meeting during the 
week of October 17. Topics for discus- 
sion were sales of individual stores. 





Jewish Federation Schedules 
Shoe Industry Fund Drive 


Henry Berman of National Shoes who is 
serving as chairman of the fund drive 
of the Federation of Jewish Philanthro- 
pies, which supports 116 hospitals and 
welfare agencies. The annual shoe and 
allied industries dinner for the Federa- 
tion will be held November 20 at the 
Delmonico Hotel in New York City. 


Ohio Fair November 10 


CoLumBus, O.—The Ohio Shoe Trav- 
elers completed plans for their spring 
shoe fair, November 10-12, by arrang- 
ing a brunch for retailers on the open- 
ing day and perfecting details of the 
three-day program. 

Charline Osgood, shoe stylist, will 
present shoe fashions for next spring. 

Preliminary interest indicates the 
fair will be even more successful than 
the one a year ago. 

Travelers have reserved rooms on 
three floors of the Deshler-Hilton. 


Financial News 


Melville Shoe Corp. Sales 
Expected to Rise 7 Per Cent 


NEw YorK—Melville Shoe Corpora- 
tion sales are expected to be about seven 
per cent more than the 1956 figure of 
$126,124,405, according to David W. 
Hermann, executive vice-president. 

Mr. Hermann expected this year’s 
earnings to compare with last year’s 
$6,112,253, or $1.95 a share. 

Almost all increased volume is trace- 
able to new stores, while “older units 
are holding their own,” said Mr. Her- 
mann. He observed that profit margins 
this year are becoming narrower be- 
cause of the expense involved in open- 
ing new stores, principally, but also 
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because of increased selling costs and 
rising depreciation costs. 

In 1956 the company opened 75 stores 
and expects to add a like number this 
year. After closing about 12 stores, the 
corporation is likely to finish the year 
with about 1000 units in operation. 


A. S. Beck Board Declares 
Quarterly Stock Dividends 


New York—The board of directors 
of the A. S. Beck Shoe Corporation 
declared a quarterly dividend of 25 
cents per share on the common stock of 
the corporation, payable November 15, 
1957, to stockholders of record at the 
close of business on November 4, 1957. 

The board also declared a quarterly 
dividend of $1.18% on the preferred 
stock of the corporation, payable De- 
cember 2, 1957, to the stockholders of 
record at the close of business on No- 
vember 15, 1957. 

A. S. Beck, including its Adler Shoes, 
C. H. Baker, and Ansonia subsidiary 
chains, announced retail sales for the 
four weeks ending September 28, 1957, 
totalled $4,784,263. This is a 2.5 per 
cent increase from retail sales of $4,- 
669,040 during the corresponding 1956 
period. 

For the first 39 weeks of 1957, A. S. 
Beck and its subsidiaries reported sales 
of $41,404,487, an increase of 5.1 per 
cent from sales of $39,403,936 recorded 
for the comparable period of 1956. 


Shoe Corporation Has Sales 
Period Gain of $4.9 Million 


Co_umBus, O.—Shoe Corporation of 
America and its consolidated subsidi- 
aries reported nearly a $4.9 million 
gain in sales for the first 39 weeks of 
1957, compared with the similar period 
last year. 

Oscar L. Fleckner, secretary, said 
sales totaled $59,039,327 for the period 
ending September 29, compared with 
$54,903,515 for the 39 weeks ended Sep- 
tember 29, 1956. 

Contributing to the 7.53 per cent 
gain were 29 additional retail units, 
officials said. The firm now operates 
648 retail shoe outlets, A year ago it 
had 619. 

The percentage of gain was off 
slightly in the most recent four weeks 
period. Mr. Fleckner said there was a 
5.51 per cent sales gain for September 
—$6,956,178 as compared with $6,593,- 
022 for the four weeks in September, 
1956. 


Obituaries 


Frank W. Anderson 


Boston — Frank W. Anderson, for- 
mer general vice-president of the Boot 
and Shoe Workers’ Union, AFL-CIO, 
died October 17, at his home in Chi- 








cago. He was 67. 

Retired two years ago as general 
vice-president of the union, Mr. Ander- 
son had served in this position for 15 
years. 

A native Chicagoan, he had been the 
union’s business agent in the Chicago 
area for more than 10 years before 
becoming vice-president. He had been 
a union member for 45 years. Mr. 
Anderson leaves his widow. 


Abraham Gurtov 


New York—Abraham Gurtov, head 
of Savoy Buckle and Novelty, here, 
died suddenly of a heart attack October 
14, at the Sheraton Mount Royal Hotel, 
Montreal, while on a business trip. 

Long and well-known throughout the 
country in the shoe trade, he also 
served as manufacturer’s representa- 
tive for Hollywood Shoe Polish, Inc., 
and other firms. 

He leaves his widow and a daughter. 


Bequests Exceed $1 Million 


RocHEsTER, N. H.—An interest in the 
Spaulding Fibre Company, Inc., manu- 
facturers of shoe counters, with plants 
in North Rochester, Milton and Dover, 
is included in the estate left by Mrs. 
Marion S. Potter, 79, daughter of the 
founder of the firm. 

She was the sister of two former 
governors of New Hampshire, the late 
Huntley and Roland Spaulding of Roch- 
ester, who operated the well known 
firm for many years. 

The total value of the estate of Mrs. 
Potter, who died in Boston, September 
27, was not immediately estimated when 
her will was filed for probate, but she 
left more than $1 million in charitable 
bequests. 

The largest single bequest was $250,- 
000 for Frisbie Memorial Hospital in 
this city, which was built through the 
bequests of the Spaulding family. 


Jelle Hekman 


GRAND Rapips, MicuH.—Jelle Hekman, 
a director and past president of Wol- 
verine Shoe & Tanning Company of 
Rockford, Mich., died October 8. He 
had been suffering from a heart ail- 
ment since the beginning of last sum- 


mer. He was 69. 

A Grand Rapids and Holland, Mich., 
industrialist, Mr. Hekman also was a 
director and past president of Hekman 
Furniture Company of Grand Rapids 
and the Hekman Rusk Company of 
Holland. 

A native of the Netherlands, Mr. 
Hekman came to Grand Rapids in 1893, 
and received his training in manufac- 
turing from his late father, Edsco Hek- 
man, founder of the Hekman Biscuit 
Company. 

Surviving are his widow, Mrs. Helen 
Hekman; three sons, Edgar and Gabriel 
Hekman of Grand Rapids and Henry J. 
Hekman of Holland, Mich.; a daughter, 
Mrs. David H. Hezon of Grand Rapids, 
and 13 grandchildren. 
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Kickerinos’ New Duty Shoe 
Has Look of Daytime Casual 


Just introduced by Kickerinos of Milwau- 
kee, this new Duty Shoe called the 
"Cora" reflects the continental trend 
toward a tapered toe as well as a gen- 
erally lighter, slimmer appearance. The 
goal of the design was a shoe that 
would possess a bit more of the fashion 
connotation of a smart, daytime casual. 





Hoy Shoe Company Sandal 
Features Seamless Counter 


The new closed-back Sun-San sandal by 
the Hoy Shoe Company, St. Louis, fea- 
tures a seamless moulded counter, with 
buckram stiffener, in addition to the 
cushion insole, elk finish cowhide uppers, 
and chrome leather sole appearing in 
the other styles of kiddie sandals in this 
line. It comes in brown, white, red and 
tan—sizes 5 to 8, 9 to 12. 





Welt and Cement Processes 


Used to Fasten Saddle Sole 


St. Louts—A bubble saddle which 
combines the constructional advantages 
of both welt and cement processes has 
been devised by Sport Specialty Shoe- 
makers, Inc., St. Louis. Newsworthy 
feature is the method of application of 
the crepe foam sole, which is first ce- 
mented on, then stitched for extra 
strength. 

The resultant bubble saddles are re- 
ported to have these benefits: they re- 
sist peeling and pulling loose at the 
tee; pairs hold their shape better under 
abuse; extra wearing quality is added 
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to the shoe; none of the popular flexi- 
bility has been sacrificed. 

In the process, no weight has been 
added to the shoe, which continues to 
weigh 5% ounces each. The degree of 
sole extension is slight. According to 
a spokesman for the firm, the ce- 
mented-then-sewed feature is getting 
good reactions from retailers and con- 
sumers. 


Ripple Sole Widely Used 
In California Footwear Line 


Los ANGELES—A line of play shoes 
was introduced by the recently reor- 
ganized firm of California Footwear. 
Feature of all models is the use of the 
Hack Ripple Sole, an item which has 
already become well established in the 
footwear field. The line really runs 
the gamut of sportswear, since it is 
made in models for everything from 
after-skiing wear to open-toed golf 
and pool shoes. 

The warm weather golf sandal fea- 
tures straps and an upper large 
enough in area to really stay on the 
foot and much success for ordinary 
street wear is expected. The full shoe 
models, known variously as Toe Toast- 
ers, Bush Boots, and Winter Walkers, 
have full cuffs that may be worn 
either up or down. These cold-weather 





foot coverings also feature the Ripple 
Sole and are lined as well in mouton 
made by the Golden-Wool Company of 
Los Angeles. Mouton is a true fur, 
not a synthetic, being made from 
sheared sheepskin which is then elec- 


Shown are two styles in a line featuring 

a wide variety of shoes employing Ripple 

Soles. The line is produced by the re- 

cently reorganized firm of California 
Footwear. 


trified to make every hair stand sepa- 
rate. 

Uppers in all models are made of 
unusual materials, among them a 
pearlized leather that has a sort of 
inner sheen, very unusual and attrac- 
tive. 

Partners in the California Footwear 
Company are Arthur Bender and 
brothers Jack and Al Lewis. Home 
office and main plant are located at 
222 Main Street, Venice, Calif. 
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Trade Literature 


Advertising Planbook Issued 
To Aid Retailers’ Programs 


New YorkK—A complete work sheet 
and data book, providing real help for 
retailers in planning and moulding 
their advertising, based on their own 
“case histories,” in fact, is available 
through publication of the 1957-1958 a 
“Full Power Newspaper Advertising 
Planbook.” 

The theme of the presentation, con- 
sisting of a time table plus a complete 
planning workbook, which contains 15 
calendar worksheets, is “Cutting the 
Cost of Getting More Business.” 

The presentation is by the bureau of 
advertising of the American News- 
paper Publishers Association, Inc., 485 
Lexington Avenue, New York City. 

Comments Mark R. Arnold, retail 
manager of the bureau: “The time 
table . . . serves individual businesses 
as a guide signaling the seasonal rise 
and fall of opportunities to sell specific 
kinds of merchandise. The annual time 
table also demonstrates how a firm’s 
own sales records can be used to anti- 
cipate normal seasonal sales patterns 
refiecting local conditions and buying 
behavior. 

“It is one of the most important 
services ever made available to manu- 


facturers and retailers for use in cor- 
recting the faulty timing of advertising 
that is currently costing millions of 
dollars in additional sales and profits.” 

On the basis of the buying behavior 
of masses of people in the past, the 
presentation points to ways in which 
retailers can time their advertising for 
best results at lowest cost during cur- 
rent and future seasons. 

Some of the features of the Planbook 
section include: 

1) A special advertising quiz de- 
signed to test the effectiveness of any 
individual merchant’s advertising tim- 
ing. 

2) A listing of traditional merchan- 
dising events and promotional dates 
which offer strong merchandising and 
advertising opportunities during the 
last two months of 1957 and the entire 
year of 1958. 

3) A section outlining the four basic 
steps to be followed by retailers in 
achieving better-timed, more productive 
advertising, complete with all working 
spaces needed. 


Letters 


[CONTINUED FROM PAGE 76] 


While this is undoubtedly the newest 
and best selling type of shoe it seems 
that said retailers in continuously fea- 
turing this particular style are slight- 
ing a large percentage of women who 


are extremely style conscious but who 
are unable to wear this type of shoe. 

Whereas women seem to be able to 
adapt their figures to wearing gar- 
ments with high waist, low waist and 
with no waist lines at all, many are un- 
able to adapt the bones and propor- 
tions of their feet to wearing C.T., S.H. 
pumps. 

Well balanced retail stocks include 
at least 30 per cent of easy to wear 
styles such as open toe, closed back 
pumps, open toe and heel slings, T and 
wishbone straps and Springalators. 
Many of these are suitable to wear with 
modern costumes. But the ads convey 
the impression that such styles can not 
be presented without causing the 
stores to suffer a loss of style prestige. 

As a result of this rigid advertising 
ritual, women who must wear the lat- 
ter type of shoe are very difficult to sell 
when they come into the stores. They 
keep trying to be fitted in the “right” 
shoes. When they buy the other types 
they keep their purchases down to the 
minimum, do not get real pleasure out 
of the purchase and spend a greater 
proportion of their money on dresses, 
suits and coats. 

The desirability of a curtailment of 
a program which seems to be aimed at 
impressing fashion editors and the ad- 
visability of running an occasional ad 
on good wearable shoes seems obvious. 

G. G. 
NEW YORK CITY 








TO WALKING PLEASURE 


SHU-GRI 


HOSE SAVERS 


Precisely made with functionally- 
designed gently graduated bevel. 
Shu-Grip does _ its 
others fail . . . 
sale. Profitable resale, too. Self- | 
stick, applied instantly. 


Extra “body” 
especially for 
loafer, casual 


and wide-heel 
shoes. 





STOCKED BY LEADING FINDINGS JOBBERS 


MODERN ORTHOPEDIC APPLIANCE 
584 BROADWAY, NEW YORK 12, N.Y. CA 6-4723 


For FREE sample pair and 
catalog mail us this ad. 
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RUBBER 
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A prototype of the Secotan machine to be produced by Proctor and Schwartz, 
Inc., Philadelphia, under an arrangement with Seco Venture, Peabody, Mass. 


PEABODY, MAss.—Machinery for au- 
tomatic tanning is being produced by 
Proctor and Schwartz, Inc., Philadel- 
phia, for Seco Venture, here, develop- 
ers of the tanning procedure known as 
the Secotan process, the firm announced. 

The Secotan machine will make pos- 
sible the commercial tanning, lubrica- 
tion and drying of leather in a series 
of shortened continuous and automatic 
operations, which, in the customary 
tanning phase, requires from one to 
two weeks. 

Proctor and Schwartz are manufac- 
turers of automatic equipment for the 
leather and process industries and spe- 
cialized drying equipment for the tan- 
ning industry. 

The machine makes possible continu- 
ous tanning, fat-liquoring and drying 
of upper leather in a solvent system. 
Previous attempts to develop solvent 
tanning systems have failed because of 
inability to handle and recover the sol- 
vents. The Secotan machine provides 
a completely closed system for handling 
the solvents. Recovery of the solvent is 
accomplished by a _ specially-designed 
system developed by Artisan Metal 
Products, Inc., Waltham, Mass. 

The Secotan machine takes the hides 
after they have been trimmed, slit and 
soaked in the conventional water solu- 
tion that contains the tanning chemi- 
cals. In the first stage, the hides are 
dehydrated and tanned by the substitu- 
tion of solvent for water. In the sec- 


ond stage, to which the hides are moved 
automatically, the hides are fat-liq- 
uored. 


In a third station, heat is ap- 
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plied to drive off the solvent, which is 
condensed and returned to tanks for 
re-use in the specially-designed recov- 
ery system. 

This procedure is made possible by a 
patented device which seals off the ir- 
regular area surrounding the hide, and 
forces the solvents and solvent solutions 
to pass through the hide. 

The passage of a single side through 
this machine takes only a matter of 
minutes. This transformation replaces 
a series of processes in the conventional 
tannery that would take one to two 
weeks. 

The Secotan process is said to yield 
leathers of exceptional beauty and 
utility that open the door to new de- 
sign, fashion and merchandising pos- 
sibilities in shoe production. Use of 
solvents in the drying of the hides 
serves to retain their natural physical 
structure. Secotan leather retains the 
pliability and elasticity that charac- 
terize hides or skins when they act as 
living protective sheaths for the ani- 
mals by which they are produced. 

The use of solvents instead of water 
makes it possible to consider the em- 
ployment in tanning and fat-liquoring 
of chemical and oils, natural and syn- 
thetic, whose use was previously pre- 
cluded because of their incompatibility 
with water. 

A prototype of the Secotan machine 
to be produced by Proctor and Schwartz 
has been in limited commercial opera- 
tion at Eagle-Ottawa Leather Com- 
pany, Grand Haven, Mich., for the past 
year. 





The Secotan machine, which will be 
offered internationally under license dy 
Proctor and Schwartz, was developed 
by Dr. Alexis E. Ushakoff of Beverly, 
Mass., chemist and engineer, who has 
been working on solvent tanning since 
the close of World War II. 

Sponsorship of the development was 
undertaken by Seco Venture, a part- 
nership of financial and leather in- 
terests, to broaden and diversify the 
support of the project. 

Included in the group are Dr. Usha- 
koff; Willard Helburn, Inc., of Pea- 
body, Mass., tanners; Baird Atomic, 
Inc., Cambridge, Mass.; Proctor and 
Schwartz, Inc.; Eagle-Ottawa Leather 
Co. of Grand Haven, Mich.; Artisan 
Metal Products, Inc., Waltham, Mass.; 
and Nathan W. Levin, representing the 
Julius Rosenwald family of Chicago. 


Wellco Jamaica Plant Set 
To Make Half-Million Pairs 


New YorK—A shoe factory which 
is scheduled to produce half a million 
pairs of shoes a year is to be estab- 
lished in Jamaica, B.W.I., it was an- 
nounced by Carroll C. daCosta, inter- 
national representative of the Jamaica 
Industrial Development Corporation. 

The new factory, Wellco Shoe Ltd., 
will produce sponge-rubber-sole shoes 
for export only under terms of the 
Export Industries Encouragement Law, 
Mr. daCosta said. Principal of the new 
company is Curt E. Kaufman, vice- 
president of Ro-Search, Inc., and of 
Welleo Shoe Corporation of Waynes- 
ville, N. C. 

Construction of a 21,300-square-feet 
factory will begin at once. It will be 
finished, including installation of ma- 
chinery and equipment, by February. 
The factory will be located at August 
Town, about eight miles from the 
major port of Kingston. 

The Wellco shoe is constructed of 
a sponge-rubber sole attached to terry- 
cloth, corduroy, felt, sail-cloth, mesh 
and brocaded fabrics, leather or straw 
upper by a direct vulcanizing process. 
Mr. Kaufman will obtain a substantial 
quantity of the materials in Jamaica, 
Mr. daCosta said. 

The Export Industries Encourage- 
ment Law, under which the company 
was established, provides freedom from 
income tax for up to seven years, and 
perpetual freedom from duty on raw 
materials for the manufacture of prod- 
ucts for export only. 





Quinn & Delbert Expands 


MARLBORO, MASS.—Quinn & Delbert 
Manufacturing Company has _ taken 
over a complete new floor in its Spring- 
hill Avenue plant to increase its pro- 
duction capacity by another 33 1/3 per 
cent. Announcement of the company’s 
second major expansion in three years 
was made by Al Nordstrom, assistant 
to Fernand Delbert, company president. 
Quinn & Delbert manufactures a line 
of juvenile stitchdowns. 
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McGovern Elected President of U. S. Rubber 


JOHN W. McGOVERN 


New YorkK—John W. McGovern was 
elected president of United States 
Rubber Company. Formerly executive 
vice-president, Mr. McGovern succeeds 
H. E. Humphreys, Jr., as president. Mr. 
Humphreys continues as chairman of 
the board of directors and chief execu- 
tive officer. 

Mr. McGovern, a native of Philadel- 
phia, joined U. S. Rubber in 1920 as 
an accountant in Boston. After serving 
in numerous accounting, industrial en- 
gineering and production posts, he be- 
came general manager of the tire divi- 
sion in 1943. He was elected a vice- 
president in 1945, a director and mem- 
ber of the executive committee in 1951 
and executive vice-president in 1956. 

The board elected Earle S. Ebers a 
vice-president and appointed him gen- 
eral manager of the chemical division 
succeeding Mr. Vila. C. William Pen- 
nington was elected a vice-president 
and appointed general manager of the 
company’s footwear and general prod- 
ucts division succeeding Mr. Luxen- 
berger. 

The board also named vice-presidents 
Eugene A. Luxenberger and George R. 


Cc. W. PENNINGTON 


E. A. LUXENBERGER 


Vila to serve as group vice-presidents. 

Mr. Luxenberger, formerly vice-pres- 
ident and general manager of the foot- 
wear and general products division, 
will be responsible to the president for 
the operation of the company’s tire di- 
vision, footwear and general products 
division, and mechanical goods division. 

Mr. Vila, formerly vice-president and 
general manager of the chemical divi- 
sion, will be responsible to the presi- 
dent for the operation of Dominion 
Rubber Company, Ltd., Latex Fiber 
Industries, Inc., and the chemical, tex- 
tile, international, and plantation di- 
visions. 

Edward A. Martin was appointed as- 
sistant general manager of the foot- 
wear and general products division, 
succeeding C. William Pennington. 

At the time of his promotion, Mr. 
Martin was plant manager of the com- 
pany’s Chicago, II]. plant where 
Royalite thermoplastic material is 
made. A graduate of Rose Polytechnic 
Institute in Terre Haute, Ind., he 
started with U. S. Rubber in January, 
1947 as an industrial engineer. 





Erica Shoes Organized 
To Produce Women’s Line 


New York—Saul Litvack, formerly 
of Tupper Shoes, Inc., announced the 
formation of a new company, Erica 
Shoes, Inc., to manufacture a branded 
line of women’s high grade fashion 
shoes. 

Officers of the new firm in addition to 
Mr. Litvack, who is president and sales 
manager, are Henry Balin, treasurer, 
also previously with Tupper, and Sidney 
Seidner, secretary, who will be in 
charge of design and manufacturing. 

The factory is in full production, and 
Mr. Litvack will continue to serve the 
trade from his offices in the Marbridge 
Building and at the factory, 632 Broad- 
way. 


Ainsworth Shoe Holds 
Spring Line Sales Meeting 


ToLepo—Thirteen salesmen of the 
Ainsworth Shoe Company attended the 
recent sales meeting at which a presen- 
tation of a portion of their spring lines 
and advertising programs was given 


by Company officials at the Commodore 
Perry Hotel. 

New styles in Great Scott Shoes for 
children, which Ainsworth distributes 
exclusively in the Midwest and Far 
West, was shown by Philip B. Chap- 
man, merchandise manager of Dunham 
Brothers Company, Brattleboro, Vt. 
Dunham’s Tyroleans, which Ainsworth 
also distributes, were presented by 
Dunham’s general manager, Nelson E. 
Withington, while the extensive adver- 
tising and promotional programs on 
both lines were described by Dunham’s 
vice-president, George D. Mason. 

The 1958 lines of Ainsco tennis and 
casual footwear, reflecting new styles 
and a new merchandising plan, were 
unveiled by William T. Bailey and Ivan 
Adams of Ainsworth. 

Attending their first Ainsworth 
meeting were John Rice, formerly of 
Ideal Shoe Company, who will cover 
the Milwaukee territory, and H. K. Mc- 
Iver, who now represents Ainsworth in 
Minnesota. Another addition to the 
Ainsworth sales force is Samuel Beals 
of California. who represents the com- 
pany on the West Coast. 


Personnel Changes Effected 
At the Avon Sole Company 


Avon, MAss.—At the recent annual 
stockholders’ meeting of the Avon Sole 
Company, Howard W. Harding was 
elected senior vice-president. Mr. 
Harding, who is now in his 45th year 
with Avon, will continue to serve in 
his present capacity of general sales 
manager and treasurer, according to 
Raymond B. Drake, president. 

Richard K. Baltzer, factory manager 
and clerk, was elected a vice-president. 

John R. Hubbard was appointed 
western sales manager for all Avon 
products and will supervise all sales 
in the St. Louis, Milwaukee, Nashville 
and Ohio areas. Mr. Hubbard is a 
member of Avon’s board of directors. 
John L. Green of the sales staff will 
now cover Nashville accounts in addi- 
tion to the St. Louis territory. 

Mr. Drake also announced that as 
of Jan. 1, 1958, Robert J. Piekenbrock 
will devote his time exclusively as the 
company’s sales representative in Mil- 
waukee. According to Mr. Drake, sales 
in the Wisconsin area have shown a 
steady increase over the past several 
months, requiring a full-time sales rep- 
resentative. 


Luxenberg With Belgrade 


AUBURN, Me.—Bill Luxenberg has 
been added to the sales staff of the 
Belgrade Shoe Company, according to 
Dan Miller, assistant sales manager. 
Mr. Luxenberg will cover Michigan and 
Indiana, taking the place of Henry Di- 
Giralamo who has been assigned to a 
new territory—Ohio, Pennsylvania and 
western New York. 

Mr. Luxenberg at one time sold the 
Blue Bonnet line of shoes and more re- 
cently sold Aptitudes. He will carry 
the complete Belgrade line. His home 
is at 22001 Dante Street, Oak Park, 
Mich. 





Great Northern Assigns Elias 
To Cover New England Area 


Jason Elias, sales representative for 

Great Northern division of International 

Shoe Company in Metropolitan New 

York, will cover the New England and 

eastern New York area in addition to 

his present territory. He succeeds Lester 
Hoyt who resigned. 
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Transparent Shoe Model 


Serves as E-J Selling Tool 


ENpicott, N. Y.—A method of dis- 
playing plastic shoe components by the 
Endicott-Johnson Corporation employs 
a model which has clear plastic instead 
of leather in the outer shoe. It enables 
salesmen to point out to their customers 
the exact appearance and performance 


Endicott-Johnson provides this clear 

plastic model to ifs salesmen so that 

components can be pointed out to cus- 
tomers. 


characteristics of several shoe parts 
now made of polyethylene. 

Seen in the model shoe are the coun- 
ter, which forms a tough, flexible cup 
around the heel, made of polyethylene 
from The Dow Chemical Company, and 
the insert, of a different Dow poly- 
ethylene, which forms a rigid arch and 
heel support. 

Other polyethylene components are 
the sock-saver, a smooth toe lining, 
midsole, heel base to which the heel is 
fastened, and the dutchman, also a heel 
component. 

In addition to selling plastic shoe 
parts to other shoe makers, Endicott- 
Johnson uses many of the parts in its 
own shoe manufacturing operations. 


Grue Resigns at Sundial 


St. Louis—Joseph L. Grue, merchan- 
dise manager of the Sundial division 
of International Shoe Company, has 
resigned from the company. Mr. Grue 
has been with International for the 
past 35 years in various executive ca- 
pacities. These include sales, merchan- 
dising, sales promotion, styling, office 
management and retail store opera- 
tions. Mr. Grue said he has not yet 
decided on his plans, but definitely in- 
tends to locate in shoe business. 


Cobblers Holds “Meeting 
On 1958 Line Prior to Fair 


Los ANGELES—J ust prior to its show- 
ing at the Chicago Shoe Fair, Califor- 
nia Cobblers held its semi-annual sales 
meeting. Walter Braun, Cobblers pres- 
ident, presented the new 1958 line. 

Present were sales representatives 
David Fass, New York; Ray des 
Roches, Beverly Hills; A. E. Foster, 
Ft. Smith; H. Ross Malloy, Columbus, 
Ga.; R. H. Burlingame, Granville, O.; 
Ray McCarthy, Chicago; Marvin 
Davis, Centralia, Wash.; Max Siegal, 
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Windsor, Conn.; B. J. Culberson, Nash- 
ville; Francis Pierpont, Longport, 
Colo.; and Dora Freed of Cobblers’ 
New York office. 

Also attending the two-day meeting 
were Judy Berland, designer, Evelyn 
Martin, advertising manager, and Mil- 
dred Fluent, account executive, Hixson 
& Jorgensen, who presented advertis- 
ing and promotion plans for the coming 
season. 


General Aniline Appointment 


NEw YoRK—Thomas F. Edson has 
been named plant manager of the Lin- 
den, N. J., plant of the Dyestuff and 
Chemical division of General Aniline & 
Film Corporation, it was announced 
by Dr. C. C. Schulze, manager of man- 
ufacturing for the division. Mr. Edson 
was a consulting chemical engineer for 
the past two years. 


L. B. Evans’ Son Inducts 50 
Into Quarter Century Club 


WAKEFIELD, Mass.—Fifty employes 
of the L. B. Evans’ Son Company, man- 
ufacturer of casuals and slippers here, 
were admitted into the firm’s Quarter 
Century Club at a recent luncheon. 

Pins were presented to those with 25 
years or more of service. Employes 
with the longest record of association 
with the company received silver Paul 
Revere bowls. The presentation marked 
40 years of service for Edith Cade and 


Catherine Stewart and 50 years for 
Leta Gross and Gladys C. Whitney. 

Harvey B. Evans, president, spoke at 
the meeting. The company was formed 
in 1841. It produces more than 5,000 
pairs of casuals a day and employs 
400. 

The following club officers were 
elected at the luncheon: Harvey B. 
Evans, president; Richard Bolton, vice- 
president; George J. Evans, treasurer; 
Edith Cade, secretary, and these direc- 
tors: V. Frank Cambareri, Nicholas 
Grasso, and Gladys C. Whitney. 


E. Hubschman Officer Named 
To Lowell Advisory Group 


LOWELL, Mass.—Charles A. Martin 
of E. Hubschman and Sons, Inc., Phila- 
delphia, has been appointed to the in- 
dustry advisory committee on leather 
at Lowell Technological Institute for 
a three-year term. 

Also serving as advisors in the LTI 
Department of Leather Engineering 
are Dominic Meo, Salem Oil and Grease 
Company, Salem, Mass., chairman of 
the committee; Malcolm H. Battles, A. 
C. Lawrence Leather Company, Pea- 
body, Mass.; Erhard H. Buettner, 
Pfister and Vogel Tanning Company, 
Milwaukee; Charles T. Cares, John 
Flynn and Sons, Inc., Salem, Mass.; 
Lawrence Jones, Willard Helburn, Inc., 
Peabody, Mass.; and Louis E. Stahl, 
Stahl Finishing Company, Peabody. 





71 WEST S3STH ST. 
NEW YORK 1, N.Y. 





Style No. 40 

Baby-Soxers Pink, Blue, 
Mint, Maize, White Sueded 
All Nylon Slipper with 
Attached Helanca Sock 
Top. Transparent Gift ‘ 
Box. Sizes 0— 2. 


MRS. pays Ydeal pany SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


924-A MERCHANDISE MART 
CHICAGO 54, ILLINOIS 


AMERICA’S 
FINEST STORES 
HAVE SOLD THEM 
FOR OVER 55 YEARS 


It'll pay you, too, to find out why. 
Here's one of many good reasons: 
Ideals are made in four groups 

to best meet the needs of the infant 

foot during the four early stages 

of foot growth. They are CRIB, 

SOFT SOLE, INTERMEDIATE AND 

FLEXIBLE WALKING SHOE Styles. 
Remember, MOTHERS TRUST 
IDEALS . .. and full stocks mean 
volume baby shoe sales. 





6-104 MERCHANDISE MART 
DALLAS, TEXAS 





Esquire Polish Exploits World Series Incident for Ad 


MILWAUKEE—Knomark Manufactur- 
ing Company, Inc. of Brooklyn, N. Y., 
producer of Esquire Boot Polish, and 
Emil Mogul Company, Inc., New York 
advertising agency, teamed up to show 
this newly crowned baseball capital of 
the world how to play a “heads-up” 
game of advertising by tzking ad- 


fags ce pened the pert eee olbed phere a Demag the Soe Work. Checpemsnyy te Shireen 


The Esquire Boot Polish advertising 
people did some fast thinking to come 
up with this clever promotion for Jour- 
nal readers in the baseball happy city. 


vantage of a key play in the World 
Series. 


Result was an ad inserted in the Mil- 
waukee Journal of Friday, October 11, 
the day after Braves clinched the series 
at Yankee Stadium. The ad was born 
within hours after Braves’ pinchhitter 
“Nippy” Jones reached first base in 
Sunday’s game here by claiming a 
pitched ball glanced off his shoe. 

In one of the more bizarre incidents 
in World Series history, Jones proved 
his claim by presenting a skeptical 
umpire with indisputable evidence: the 
baseball in question showing the in- 
delible shoe polish mark. 

Capitalizing on the tenth inning 
“break,” the Braves scored the tying 
and winning runs to deadlock the series. 
With the series outcome still in doubt, 
Knomark and the Mogul agency de- 
cided to gamble on the Braves. 

Layout was shipped to Journal via 
Air Express while sixth game was still 
in progress. The Journal, which had 
reserved space for the ad, made the en- 
graving during the deciding game. 

If Milwaukee lost, the ad was to be 
cancelled. Instead, Journal readers 
saw ad with this headline block and 
copy: “As Usual, Esquire Boot Polish 
is on the Ball... .” 


New Comfort Office in NYC 


NEw York —A New York sales of- 
fice in the Marbridge Building at 47 
West 34th Street has been opened by 


Comfort Products Company, Worcester, 
Mass., manufacturer of Comfit Slippers 
and Skip-In casuals. The new offices 
will be under the supervision of Ken- 
neth Keyes, Comfort Products’ repre- 
sentative in the New York area. 


Tanners Man Study Mission 
To Help Refugees in Israel 


New York—Kivie Kaplan of Col- 
onial Tanning Company, Boston, and 
Arthur Loewengart, of the Loewengart 
& Company tannery here, have left 
for Israel as members of a 100-man 
United Jewish Appeal study mission 
to assess the needs of refugees re- 
cently escaped from totalitarian re- 
gimes, and observe the manner in 
which the people of Israel are coping 
with the recent heavy influx of immi- 
grants. They are undertaking this 
survey at the request of the United 
Jewish Appeal. 

Mr. Kaplan, treasurer and general 
manager of Colonial, is vice-president 
of the Associated Jewish Philanthro- 
pies and a member of the executive 
committee of the Combined Jewish Ap- 
peal of Boston. Mr. Loewengart has 
been a member of the board of direc- 
tors of the UJA of New York since 
1948. He has served in various cam- 
paigns as chairman or co-chairman of 
the Hide, Skin and Leather division 
of the UJA of Greater New York since 
1942. 
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Boots 


Sturdy Goodyear Welts. 


Water and acid resistant oil retan foot 
and top. Long wearing but fiexible patterned sole and heel. 


No. 9200 


Black—Sizes 10 thru 3 only, 
“B"' and “D”’ widths. 
cost To You . .$4.75 


No. 9250 


Black, same as 9200 but 
made with broad roomy Engi- | 
neer toe and logger heel. 
Sizes 2 thru 6 only, ‘'B'’ and 
“D"’ widths. 

cost To you .. $5.95 





No. 9100 | 


Black, same as 9200, except | 
in soft, pliable Elk. 

COST TO YOU.. 

Sizes 10 thru 3— $4.20 


Sizes 3% thru 6-—$5,35 | 


ACME BOOT CO., Inc. 


Clarksville, Tennessee 14¢ 
46 





STOCK 


Retail about 9.95 
SEE US 
ATLANTA 
HOTEL PIEDMONT 
PARLOR E 


British Classics, inc. 


DUANE ST., 


NEW YORK 13, N. Y 


Boot and Shoe Recorder 














Headquarters For 


CANCELLATION 
STORES 


Quality Brands _ Lowest Prices 
Largest Stocks All Price Ranges 


pS 
MOSINGER-COH 


gton $f Louis 3, Me 








Three Retire at Ohio Leather 


NEw York—Three retirements in its 
organization was announced by the 
Ohio Leather Company. 

George H. Mealley, district manager 
of the firm’s New York office, retired 
after 40 years of service. Wilson F. 
Moseley will replace him. 

L. J. Petrie, branch sales manager of 
Illinois and Wisconsin, retired after 37 
years. His territory will henceforth be 
serviced directly from the tannery and 
Robert Pullin, operating out of Girard, 
O., will call on the trade. 

Carl R. Childs is retiring at the 
Boston sales office after 39 years of 
service. 











Roy to Cover Mountain 


States for Dunn & McCarthy 


W. J. Roy has been named Mountain 

States sales representative for Dunn and 

McCarthy, Inc. He will travel Arizona, 

Colorado, New Mexico, Nevada, Utah 
and southern Wyoming 
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Sumner Keith Named Sales 
Manager by C. S. Pierce 


BRocKTON Mass.—Sumner Keith, 
who has been associated with the shoe, 
leather and allied industries for more 
than 30 years, has been appointed sales 
manager of the C. S. Pierce Company, 
here. Announcement of the appoint- 
ment was made by John M. Berglund, 


+] 


SUMNER KEITH 


president of the company. 

Mr. Keith has traveled widely in the 
United States and Canada, at one time 
doing promotional and sales work for 
the Barbour Welting Company. Later 
he joined the staff of the Geilich 
Leather Company of Taunton, Mass., 
following which he served as sales 
manager of the shoe division of Graton 
& Knight Manufacturing Company of 
Worcester, Mass. 


Joins Pleasant Valley Staff 


WESTMINSTER, Mp.—Alvin D. Goren 
has joined the sales staff of the Pleasant 
Valley Shoe Company and its subsidi- 
ary Kiddie Kub Shoe Company division 
according to a company announcement. 
The firm manufactures a line of chil- 
dren’s shoes in bonwelt and compo con- 
struction. 


Freeman Shoe Corp. Holds 
Its Annual Sales Convention 


BELOIT, Wis.—F reeman sales repre- 
sentatives from every state in the 
Union attended business sessions here 
during the recent annual sales meeting 
and 1958 style presentation. 

The representatives were welcomed 
by W. E. Freeman, president of the 
Freeman Shoe Corporation. 

Others who participated in the ses- 
sions were B. H. Semler, vice-president 
and controller; C. J. Wells, secretary; 
W. F. Schmidt, general manager, re- 
tail; H. J. Esser, styling and sales pro- 
motion; John Fraboni, display direc- 
tor; Charles Farmer, advertising man- 
ager; A. R. Winegar, credit manager; 
Harry Ciccone and Howard Tinsley, 
retail personnel and merchandising, 
and Paul Feuerstein and Eddie Schu- 
macher, style and design. 











Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
THE NATION'S FINEST 
BARS tirceuistion sices 
79-81 READE ST., N. Y.7 + WO 2-5180 





WOMEN'S SHOES 





SEND FOR 
CATALOG 
SHOWING 
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evening 
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Europe Imports 


novelty SHOE HORNS 


Write for illustrated literature and price list 
WARNER IMPORTS 


4015 W. Magnolia Bivd., Burbank, Calif. 
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MEN'S SHOES 


M. T. SHAW Shoe Co. 
of New England, Inc. 
162 Chestnut st., Springfield 3, Mass. 
are distributors for SHAW NATION- 
ALLY ADVERTISED men’s shoes in 
New York state and the New England 
states. Styles to retail from $8.95 to 
$12.95. We have a complete floor stock 
of Shaw shoes AA through EEE, 5 
to 15! Write TODAY 
TE. for details. 











SPIKE 











New side- 
gore tongue and 
saddle slip-on casual, 
brown cossack leather, 
bleck French cord ge 
cround underlay, natural welt wit 

white stitch, right and left quarters, steel 
shank, Nylon stitched, Nuclear outsole, 
rubber heel, on our No. 14 Combination 
last. IN-STOCK. Also available in black 








BOX HANDLERS 














INVEST LONG ARM* 
littl The efficient box hondler 
@ TT QUICKER, EASIER, SAFER 
SAVE vaieaa 
a lot 
of valuable time | 
on . Long Arms 
from the h vn 
p J Pay and 
—_ n an 
method. a A, i F i 
CUARANTEE: 7 22 iota 
handles 24", 36", 48" 
and 60", $3.50; ‘with 72" handles, $4.50, post- 


paid in USA. To save salesmen's time, order 
several. Specify handle length and if for men's 
or women's boxes. Your jobber or 

CARL BEEMAN 
Cedar Heights Road 





BOWLING SHOES 
BROOKS BOWLING SHOES 


IN sveck ba ee egy > +d Big ag pd} 
we ei H t 3 
Ladies’ Smoked—Sizes 4 to 10 
Ladies’ Red—Sizes 4 to 10 
2% 10 Net 30 
F.0.8. Factory 
Less than 6 pairs 










BROOKS SHOE MFG. CO. 


3210 CHERRY ST. 
PHILA. PA. 
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By ESTELLE G. ANDERSON 


MONTREAL—Shoe manufacturers, re- 
tailers and allied products people in 
Canada are beset by the same problems 
and difficulties in operating their busi- 
ness as their counterparts in the 
United States. To bring these problems 
into focus, discussion and possible solu- 
tion, is the major aim of the Canadian 
Shoe and Leather Fair. 

The 1957 Canadian Fair was held at 
the Sheraton-Mount Royal Hotel in 
Montreal, Canada, October 138th 
through the 17th. There were some 
185 exhibits of men’s, women’s and 
children’s shoes, leathers and allied 
products and a recorded registration of 
close to three thousand. The fact that 
Queen Elizabeth’s trip to Canada (Ot- 
tawa) coincided with the Fair, made it 
doubly exciting. The program of the 
Fair followed the same general pattern 
as previous years . . . registration, in- 
spection of sample rooms, annual meet- 
ings of the various associations and 
election of officers. 

On the opening day there was a tea 
for the “Shoe Fair Ladies’”—those 
women in the retailing ranks who are 
owners, managers, partners and buy- 
ers: Mrs. H. W. Lowe of Toronto, Mme. 
Yves Poulin of Quebec City, Miss Olive 
M. Clavette of Edmonton, Mrs. Lucia 
C. Lord of Edmonton, Mrs. Nan Cressi 
of Windsor and Mary Brouwer Hick- 
man, of S. J. Brouwer Shoe Company 
in Milwaukee, Wisc. Carole Belmont, 
who won the title of Miss French Ca- 
nada in the 1957 Miss Canada Pageant 
contest, was crowned and presided as 
Footwear Queen at this year’s Cana- 
dian Shoe and Leather Fair. 

Once again, one of the outstanding 
events at the Fair was the 8:00 A.M. 
Breakfast-Forum on Monday, October 
14th. A panel of qualified and expert 
shoe retailers, manufacturers and a 
tanner ... under the chairmanship of 
John Hanna, president of the Grand 
Mere Shoe Co. Ltd., and moderated by 
Fred H. Payne, executive vice-president 
of the Canadian Shoe Retailers Asso- 
ciation ... was on hand to discuss some 
of the specific problems that face the 
industry: The tapered and pointed toe 
shoes with their thin heels and the 
high incidence of heel breakage came 
in for some lengthy discussion. It was 
suggested that one specific way to 
overcome this problem and get the 
shoes back to the customer quickly, 
was to keep a supply of extra heels 
(same size and shape as on the original 
shoes) from the factory, available so 
that the shoe repair department could 
replace the broken heels in a matter 
of an hour or two rather than the 
lengthy, unsatisfactory process of re- 
turning the shoes to the factory and 
then having to wait for weeks. 

Late deliveries was another impor- 
tant subject. Retailers felt that they 
were losing money and sales because 
they didn’t get their shoes in time. 
Manufacturers, in turn, explained why 











Canadian Fair Opportunity for Airing Industry Problems 


. difficulties and delays in getting 
new “wood” and absenteeism (caused 
by the flu and colds at this time) were 
significant reasons for the delay. 

The serious implications of the in- 
creases in shoe importations and their 
effect upon Canadian shoe manufactur- 
ers were also discussed. Imports of 
men’s shoes climbed from 454,602 to 
583,032 in 1956. For the first half of 
1957, over-all imports on a pairage 
basis were 5.45 per cent over the same 
period a year ago. Imports in men’s 
shoes were up slightly, whereas chil- 
dren’s rose sharply from 164,431 to 
234,449. Women’s were down from 482,- 
805 to 444,744. 

Before the meeting adjourned, spe- 
cial awards were made to the six top 
graduates in the Footwear Institute of 
Canada’s 1957 Sales Training Course. 

At the Tanner’s Association meeting, 
Lucien Blouin, outgoing president, 
mentioned the extensive research pro- 
gram that has been set up in the tan- 
ning field and which has already made 
possible many practical achievements. 
He also indicated that with tanners’ 
bookings and deliveries on a definite 
upward trend, it is evident that excess 
inventories have been reduced. Judg- 
ing by present conditions, a steadier 
demand can be expected in the months 
ahead. 

Speaking for the manufacturers, 
Charles Faure, executive vice-president 
of the Shoe Manufacturers Association 
of Canada, indicated that in view of 
the current population figure of 16,- 
589,000, higher labor income and the 
all-time high weekly wage of $67.77, 
as of June 1957, for 4,600,000 persons 
employed in non-agricultural industries 
alone, it was reasonable to expect a 
total production of 48,000,000 pairs in 
1957 and an estimated 45,000,000 pairs 
for next year. Mr. Faure said that, 
generally speaking, Canadian shoe 
manufacturers, in the past, had been 
more concerned with making and sell- 
ing shoes, while neglecting the more 
important areas of merchandising and 
promotion. He remarked that manu- 
facturers who have embarked on mer- 
chandising and promotion programs, 
giving these the required detailed care 
and attention, had received most en- 
couraging results. Their sales had risen 
sharply and their profit picture im- 
proved. 

Fashion trends and colors in men’s, 
women’s and children’s shoes are about 
the same as in the United States. It is 
simply a matter of a few months’ time 
lag. D. Fred Campbell of Fredericton, 
New Brunswick, president of the Ca- 
nadian Shoe Retailers Association dur- 
ing 1957, indicated that the pointed toe 
will be the continuing and important 
style trend for spring 1958 in women’s 
shoes. There is also news in the wealth 
of color and new textures. In men’s 
shoes, it is the Continental look—slim- 
mer, sleeker, lighter on the foot. Soft- 
ness, flexibility, lightness, Ivy League 

[TURN TO PAGE 96, PLEASE] 
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SALESMEN WANTED 





POSITIONS WANTED 





SALESMEN WANTED 





ALESMEN WANTED TO CARRY NaA- 
TIONALLY ADVERTISED LINE OF 
“RESTEP” WOMEN’S SHOES on commis- 
sion basis. Following territories are open: 
Texas, Louisiana, Arkansas, Oklahoma, Kansas 
Missouri, Nebraska, Iowa, Minnesota, Cali- 
fornia, Washington, Oregon, New England 
States and Metropolitan New York. Reply to: 
M. BECKERMAN & SONS, INC., 184 Fifth 
Avenue, New York 10, N. Y. 





SIDELINE SALESMAN WTD. 


S!DELINE SALESMEN WANTED: POPU- 

LAR PRICED MEN’S Scuff Slippers and 
Travel Slippers. Very short line. Terrific out- 
standing values. Northwest, West Coast, Rocky 
Mountain, South, Southeast, Nebraska, North 
and South Daketa, Missouri, Kansas, Oklahoma, 
Texas and Arkansas. KENNEDY GLOVE CO., 
Gloversville, New York, 





XPERIENCED SIDELINE SALESMAN 

With Established Following, all territories— 
California. Hi-grade flats and wedges, to re- 
tail $8.95 to $12.95. Replies confidential. Reply 
to Box 75, Boot and Shoe Recorder, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 


S MART LEATHER BOWS, SHOE ORNA- 

MENTS and FOOT SOX. Pocket size sam- 
ples. Manufacturer offers highest commission. 
Reply to Box 556, Boot and Shoe Recorder. 
Chestnut & 56th Streets, Philadelphia 39, Penna 





FOR SALE 














SHOE EXECUTIVE 
AVAILABLE 


This man has held top-level executive 
posts with one of the nation's largest 
shoe manufacturers (all types of 
shoes) for 35 years. For the past ten 
years he has been merchandise man- 
ager of women's and juvenile shoes. 
His executive experience embraces 
sales, sales promotion, styling, credit, 
customer relations, personnel, office 
management, stock control, and 
retail store operations. Executive 
know-how, creative and administrative 
ability, and a thorough knowledge 
of shoe business should make this 
man and his rich, versatile experience 
a wonderful asset for a shoe firm 
seeking top-notch executive talent. 
Prefers location in New England, 
but not essential. 


Reply to Box 80, BOOT & SHOE RECORDER 
10 High Street, Boston 10, Mass 








YOUNG, AGGRESSIVE, 


CHILDREN'S SHOE MAN 


DESIRES POSITION AS CHILDREN’S SHOE 
BUYER OR MANAGER WITH SINGLE STORE, 
CHAIN OR DEPT. STORE. 20 YEARS EXPERI- 
ENCE JN ALL PHASES OF CHILDREN’S SHOE 
BUSINESS. CURRENT SALARY $8,500. PER 
YEAR, WITH NO la FOR ADVANCE- 
Reply to Box 84, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














$3 52 Per Dozen 


SEAMLESS MICRAFILM AND PLAIN 
KNIT HOSIERY. 
CLEAN LEG BOTTOM MENDERS. 
WEEKLY ACCUMULATIONS. 
REGULAR AND HARLEM SHADES. 
Reply to Box 69, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39. Pa. 






















FOR SALE 


OR SALE: 4 HORSE “JOY RIDER” 
MERRY GO ROUND, Excellent condition, 
Value $350. Sell $150. plus transportation 
VREDEVELD’S, Fremont, Michigan. 











Looking for Something Good? 


The BRIGHTEST PICTURE in shoe selling 
today, this manufacturer's Line of Little 
Gents’, Boys' and Men's Shoes priced to 
retail at $4, $5, $6 & $7, and 100% IN 
STOCK, offers very attractive commis- 
sion for experienced side line salesmen. 
Write NOW in full confidence, giving 
all details. Territories open: 


Maine Tennessee 
Georgia Ilinois (Excluding Chicago) 
Missouri lowa 
Kansas Colorado 
Wyoming 


WELL BUILT SHOE CO. = Milford, Mass. 





OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low-priced Juvenile Footwear. 
All open territories are well established. 
6% commission, pilus bonus. Write: 
NEIL CARLSON, SALESMANAGER 

SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 














HOE SALESMEN WANTED: Work con- 

sists of selling Retail Merchants a contract 
to handle a complete line of Family Footwear 
on consignment in Ohio, So. Michigan, and 
No. Indiana. Applications considered must be 
men with both road and retail experience and 
know shoe construction. This is an opportunity 
to become associated with a long established 
and progressive company. Please submit com- 
plete sales background. All replies treated in 
strictest confidence. WOLFE WEAR U WELL 
CORPORATION, 45 W. Capital Street, Co- 
lumbus, Ohio. 





XPERIENCED SALESMAN for Milwau- 
ee, Wisconsin and adjacent territory; also 
Salesman for Midwest territory. State experi- 
ence, age, and territory covered. Apply: C. W 
MARKS SHOE COMPANY, 315 So. Peoria 
Street, Chicago 7, Illinois. 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 


20¢ a word 


Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 


$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising 
is payable in advance 











Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


ORDER BLANK 


BOOT AND SHOE RECORDER 


























Please check if box No. is Wanted [7] 


Enclosed is Check 1 
Money Order 1 








November |, 1957 


















FOR SALE 


MERCHANTS’ NEEDS 


WANTED TO PURCHASE 














Complete Shoe Store Fixtures 


Custom-made and in excellent condition. 
Can be bought in whole or part. Complete 
fixtures $3,000. 


Contact V. F. BERGQUIST 


1256 Peacock Avenue, Columbus, Georgia 














FAMILY CANCELLATION SHOE STORE, 

well established, in Washington, D. C., sub- 
urb; corner location, with parking. Volume 
over $77,000. Completely equipped, Salon air- 
conditioned. Owner must retire. Will sacrifice 
for cost of stock alone. Will reduce inventory 
if desired. Reply to Box 83, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 


AMILY SHOE STORE, NATIONALLY 

ADVERTISED BRANDS. Building (35,- 
000), good location. Inventory approximately 
15,000, Real opportunity. Owner retiring Feb- 
ruary, 1958. SIMON’S TRIANGLE SHOE 
STORE, New York. 


Geneva, 


FOR SALE: WOMEN’S WORN SHOES 
FROM NATIONALLY FAMOUS FAC- 
TORIES retailing from $20. to $30. a pair: 
will sell for 50¢ a pair. e need a rescurce 
to take from 50 to 100 pairs every month. 
Reply to Box 81, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 








FOR SALE: TWO STANDARD MODEL 
X-RAY SHOE FITTERS MACHINES in 
excellent condition. Purchase price $675.00; 
will sell for $100.00 each. Ship anywhere. Re. 
ply to Box 82, Boot and Shoe Recorder 
Chestnut & 56th Streets, Philadelphia 3, Penna. 





NORTH 


FAMILY SHOE STORE, 100% 
I Volume well 


>HILADELPHIA location; 
over $100,000; Popular brands. Reply to Box 
79, Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





MACHINE 
purchased new in 

Will sacri- 
Pearl Street, 


ADRIAN SPECIAL X-RAY 

with Selektor Control, 
late 1949. In excellent condition. 
fice. VENER’S INC., 231 So. 
Albany, New York. 





FOR SALE: ADRIAN X-RAY MACHINE. 
Had very little use; Sacrifice $100. LAD & 


Lace, 112 East 3rd Street, Jamestown, 








Mlatls xxv Ydeas 


OR YOUR 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 


carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 


’ 
2. Vincent Edwards idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising ae 


VINCENT EDWARDS & CO. 
World's largest advertising 
service organization 
342 Madison Ave. 
New York City 














HELP WANTED 





XPERIENCED SHOE STORE BUYER- 

MANAGER for Medium to Better Women’s 
Shoes. Progressive city in North Carolina. 
Salary and Bonus arrangement. Present Man- 
ager knows of this ad. Reply to Box 78, Boot 
and Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





R ErAIL SHOE SALESMAN. High 7 
Store wants high type salesman. P. 
981, Modesto, California. 





CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW ay vom 7, N. Y. 
Telephone WOrth 2-25 








M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 














MY HOBBY 
Buying, Selling Shoes for 37 Years 
CASH TOP PRICES 
For Discontinued Stocks 


HARRY HESS 
76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 








MORRIS BAYROFF 
voreapeyy with M & R Shoe Co. 
iS NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 








TOP DOLLAR! 


FOR YOUR, opps AND ENDS, CLOSEOUTS 
COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 














International Centers All 
Ads in Single Department 


St. Louis—Under a new program, 
all of International Shoe Company’s 
advertising functions, including copy, 
art, production and overall planning 
will be centered in one department. 
Each sales division will continue to have 
an advertising manager who will act 
as liaison man between salesmen, cus- 
tomers, and the new International ad- 
vertising department. 

Representatives of the new depart- 
ment will continue to work with adver- 
tising agencies serving the various di- 
visions as in the past. 

In explaining the new advertising ar- 
rangement, A. L. Johnson, director of 
advertising for International, said, 
“All national and retail advertising 
for the company will be coordinated by 
a central planning group, thereby giv- 
ing a continuity and balance to the 
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overall program not possible before.” 
“This new concept,” Mr. Johnson 


A. L. JOHNSON 


continued, “will enable International to 
improve the quality of ads for retailers 


and more effectively tie in local dealer 
promotions with the company’s adver- 
tising program. It will also eliminate 
any duplication of effort or facilities.” 


Agency Feels Encouraged 
By Reception to Imports 


The British Brevitt shoe line for 
men was the major feature of the 
lines being shown by Anglo-Ameri- 
can Agencies Corporation, New 
York, during the Shoe Fair. 

Commenting’ on __ this, Edward 
Ratner, president of the importing 
firm noted, “We have evolved a 
range of shoes which I believe has 
no equal in any market.” 

In addition an expanded line of 
Israeli slippers is also on exhibit. 
This line was introduced last sea- 
son. A popular price line of imported 
men’s shoes is included in the display. 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 


WANTED TO PURCHASE 














for the answer—phone or write 


LOUIS CAMITTA & SON 
91 READE ST., NEW YORK, N. Y. 


formerly with S. CAMITTA & SONS 














a SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women’s and children’s shoes. 


Tine TSeotmear FOR OVER 41 YEARS 


MOSINGER- COHN 


oR alnale Ried 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS 


LEASES ASSUMED A 
YOUR NAME PROTECTED § 


B. & R. SHOE CORP. H 
74 READE STREET ees keine. 


Phone or wire 
collect 


WOrth 2-6358 











NEW YORK 7, N. Y. 
Ralph Vogel 








CUM BARIS BUYS for CASHZ7VHVHVvy, 


BARIS 


THE NATION’S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. + New York 7,N.Y. * Tel: WOrth 2-5180 


\ 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 


VMAS 


Vda 
VM 


UY 
Yd 


> 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


', TOPPS SHOE STORE 


4112 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 




















WE PAY MORE ae WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 








HEMPSTEAD SHOE’'CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 
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Any quantity. . any time. Weil 
buys for cash... quality shoes, 

te stores, cl its or 
surplus from manufacturer or 
retailer. For quick action write, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since 32 
“While in Town See Weil” 














ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


122 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 

















You get fast 
IN-STOCK SERVICE 
TOP QUALITY and 

LONG MARK-UP 


EXTRA LONG WEAR 
WITH COMFORT TO SPARE 


Style U1348 
C 7/12 
E 6/12 


Write to: Cedar-Crest Shoe Company, Dept. 1101 
A Division of General Shoe Corporation 
Nashville, Tennessee 


The Label with 





@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label . . . 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


BARRETT & COMPANY, INC. 


NEWARK, NEW JERSEY 





43-hour delivery! 


123 different styles for the entire family 


Only HUSKIES guarantee your order in your store 2 days after 
you place it. Because only HUSKIES are warehoused locally in 
19 major cities. Use your nearby HUSKIES distributor as your 
stockroom. Call or write for your nearest distributor's phone 


number today. 


The NAME brand of e 
popular-priced sports, 

flats, loafers, mocs, [ e 
and children’s shoes. 


47 W. 34 St., New York 1,N.Y — OX 5-3375 





Peters Division Names Scott 
To Planned Distribution Unit 


St. Louis—Peters division of Inter- 
national Shoe Company has announced 
the appointment of John H. Scott as 
Contact Man, Planned Distribution. He 
succeeds Benjamin R. Gault who has 
resigned to enter the retail shoe busi- 
ness in Florida. 

Mr. Scott is a third generation shoe 


JOHN H. SCOTT 


man, with both his father and grand- 
father shoe retailers. A native of Tay- 
lorville, Ill., he has been a field repre- 
sentative in the Chicago area for the 
Merchants Service department of In- 
ternational since 1951. Previous to 
joining the company, he had been store 
manager for Midland Shoe Company, 
St. Louis. 

Benjamin R. Gault will be associated 
with Milton Berger in the operations of 
Carson’s Shoes, a multiple unit retail 
organization in St. Petersburg, Fla. 
Carson’s, which carries a full line of 
family shoes, distributes Florsheim, 
Peters, and various specialty lines of 
International Shoe Company. 


Style Research Talk Given 


New York—The first fall dinner 
meeting of the New York Association 
of Shoemen was held at the Hotel Van- 
derbilt October 10. The group heard 
Bob Reilly, research consultant to the 
Industrial Design Laboratory, Brook- 
lyn Museum. His talk was, “There Is 
a Reason for To¢ay’s Styles.” 


U. S. Rubber Footwear Unit 
Appoints Regional Managers 


NEw YorK—Two new regional sales 
managers for branches of the footwear 
and general products division, United 
States Rubber Company, were named 
by Arnold H. Finnern, manager of 
branch sales. 

Leslie W. Whittington was appointed 
Pacific Coast regional sales manager, 
with headquarters in the Los Angeles 
branch. Joseph M. Anastasio was ap- 
pointed eastern regional sales manager, 
with headquarters in Rockefeller Cen- 
ter, here. 

Robert H. Perkins was promoted to 
district sales manager of the Seattle 
branch. 


Canadian Shoe Fair Permits 
Airing of Industry Problems 


[CONTINUED FROM PAGE 92] 


straps and buckles and novelty closures 
were the important style trends in chil- 
dren’s shoes. 

Elizabeth Hammond, Director of the 
Shoe Information Bureau of Canada re- 
counted the activities of the Bureau 
and showed, graphically, how the edu- 
cational films, publicity and releases to 
newspapers and magazines, TV and 
radio stations had disseminated infor- 
mation about Canadian shoes and 
leather to nearly seven million people 
this past year. 

On Wednesday, October 16th, at the 
annual meeting of the Shoe and 
Leather Council of Canada, which spon- 
sors the Canadian Shoe and Leather 
Fair, Justin C. Stoner of C. S. Hyman 
Leathers, London, Ontario, was named 
president, succeeding Mel Johnson of 
Johnson Footwear, Toronto. The newly 
elected officers for the other associa- 
tions were: Arthur Tetrault of La Diva 
Shoe Ltd., Montreal, as president of 
the Canadian Shoe Manufacturers As- 
sociation; Gerald G. Maguire of B. B. 
Chemical Company of Canada Ltd., 
Montreal, as president of the Shoe In- 
dustry Suppliers Association; Raoul 
Lanthier of Kingsbury Shoes, Mon- 
treal, as president of the Canadian 
Shoe Retailers Association, and Ken- 
neth Montgomery of John A. Lang & 
Sons Ltd., Kitchener, as president of 
the Tanners Association. 
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Armour Leather Co. ............ 52 
Armstrong Cork Co. .......... 25-26 
Arronson, George J., Assoc. ...... 95 
Avon Sole Co. 10-11 


Pe I iets os v's seen anne 95 
Baris Shoe Co., Inc. 
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man-ctyled WORK SHOES 


Rockford. M 





Iron 
LOW-HEEL 
Shoe 
Bottoms 











jitted for low-heel work. 


It’s coming faster all the time — the demand fot 
better quality in low-heel shoes of the moccasin, loafer 
and ballerina types. That’s why you should consider 
the W/E Lasted Bottom Ironing Machine — Model 
A with low-heel fittings. 

You will get sharply defined feather lines for the 
rougher to follow, better sole attaching from a | 
smoother bottom, and generally improved appearance 
in your finished shoes. 

Ideal for all low-heel work on men’s, women’s, boys’ 
and growing girls’ cement shoes where the heel height 
range is from 2/8 to 12/8. Fittings can also be supplied 
for high-heel work up to 24/8. Contact your G6 
representative now for further details on the advan- 
tages of this machine. 


United 


Shoe Machinery Corporation 
Boston, Massachusetts 





A low-heel shoe in the USE Lasted Bottom Ironing Machine — 
Model A. 
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elegance,for Spring 


brilliantly achieved with 


'“ oe patent leather 


COLORS: 762 DRAGON RED 
882 CARIBBEAN PINK 
981 SHRIMP 
881 EASTERN CORAL 
884 ORIENTAL TURQUOISE 
749 OPERA PEARL 
610 BUTTERCUP 


704 ALLEGRO BEIGE 
WORLD'S LARGEST TANNERS 
OF PATENT LEATHER 


Colonial Tanning Company, Inc., Boston 11, Mass. 





The American Family Is Grading Up and the Accent’s On Quality Boys’ Shoes 





Growing... 














GERBERICH and GEE PEES make 
a winning combination and dre 
the greatest traffic builders in the 
boys’ shoe business! 38 yedrs of 
continuous company growth, con- 
sumer satisfaction, and retailer 
enthusiasm for these two lines are 
evidence of their keener styles, 
better value, and real profit and 
turn-over potentials. 


They're in-stock and are naftenally 
advertised in Parents’ Magazine 
and Boys’ Life. 


SELL YOUTHS 8'/2—12-3 


j BOYS 1-6 
ALL 3 < BIG BOYS 62-11 IN STOCK TO GERBERICH DEALERS 


GERBERICH 
THE FINEST NAME IN BOYS’ SHOES 


NEW YORK LOS ANGELES PHILADELPHIA IN CANADA 





